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foo often vour ‘under separate cover” letter is filed o1 


muisplaced—and when your sample finally arrives, your 


le tter 1S Ove rlooke d or torgotten. 

Bags—tough manila envelope, 
for your letter, firmly machine-stitched to stout cloth bag, for 
vour sample. 


Use Two In-One Envelope 
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The Three Classes of Salesmen 


By J. G. Chapline 


President, La Salle Extension University, Chicago 


Nearly every big business head has a hobby. Sometimes it ts the experimental department, 
might be the statistical department, or the financial department. Jesse G. Chapline’s hobby the n 
who carry the LaSalle message to business men who want to grow. He ts never too busy with his a 
ministrative duties to chat with a LaSalle representative, because back in the old days he used 
salesman himself. That he knows salesmanship you will agree after reading his article. It might give 
vou an idea or two worth passing on to your own men. 
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the Business Manager of the Hearst fallen down on an assignment Phe 
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great importance The success of the went after, but they have always com week.” “We 
roposition (as 1s the case in most 1 back wit something 1 tiie I< I ( 
rtant matters) depended very largely tangib] results nevel empt hands three lem< sti 
) the man give the ob o putti Phe £ cett eve ; vy ot ; L ¢ \ 
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i lot of experience with all three types. that of salesmat new Mal 
| have had the good fortune to know a \ month or so ago I was talking t ( sed oht 
ber of “go-getters.” [ have also ne of our representatives who was tell that four of thes« 
had the misfortune to know life mem ing me what aé_ tine” percentag if he de { P 
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f field representatives. ‘“Go-getters,” said, “That is fine; how many enroll- I showed this 
by the way, are always conspicuous in ments did you get last week?” He said, vas talking t : 


not work that way. I can sell them ail 
right if I can get them to come to the 
hotel, but I am no good at getting out 
and digging up prospects. I cannot 
work on the door-to-door or office-to- 
office plan.” 

I said, “What is the trouble, are you 
afraid your dignity will suffer, or do 
you think that is in the nature of ‘ped- 
dling?’ If you have either of these two 
notions you are ‘in the wrong pew,’ and 
you miss altogether the spirit of our 
work. You are conferring a_ favor. 
You are rendering a service of a most 
distinctive character. Can you imagine 
humiliation or embarrassment resulting 
from any effort that has as its motive 
the sincere desire to render a real ser- 
vice? If you work along the right lines 
you don’t approach a prospect with the 
idea of selling him something, you ap- 
proach him solely with the idea of ren- 
dering a great service—of opening for 
him the door of opportunity. You can- 
not render this service to him unless 
you carry to him your message, and if 
you have in your mind and heart the 
idea of service, and not of self-interest, 
you will find that your greatest happi- 
ness and your biggest reward come from 
getting your message to just as many 
people as possible every day. The ‘go- 
getter’ in this line of work is the man 
who carries this idea, and he is the man 

at ‘cold turkey’.” 


who doesn’t balk 
A “Go-Getter” Defined 


I said further, “Do you know Mr.—, 
that one of our most important assets 
is territory, and do you know that we 
cannot afford to tie up any part of that 
asset with a man who works only such 
inquiries as we turn over to him? Such 


inquiries are merely a helpful form of 
-operation designed to give you extra 
business which you might not other- 
wise secure? Do you suppose that we 
can remain content to leave the cream 
of our opportunity—the 95 per cent of 


prospects as virgin and un- 
touched, so that some non-advertising 
competitor can come along and reap 
the big benefit, while you devote just a 
fraction of your time to the 4 per cent 
or 5 per cent who may happen to write 
\pparently you have neither 
personal ambition nor the faintest con- 
ception of the opportunities, importance, 
and responsibilities of your job.” 

“No; we haven’t even a little neck of 


territory anywhere to assign on that 


[ emphasize this conversation because 


it illustrates how the “go” and the 
getter” must go together. Our real 


“go-getters” exemplify all these prin- 
ciples in their work. THE “GO-GET- 
TER” IS THE MAN WHO GOES 
AND GETS! 
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Steel Company Splits Sales 
Department 


Indicating a belief that best results 
are obtained from a sales organization 
when it is departmentized, with respon- 
sible sales chiefs in charge of each de- 
partment, the Illinois Steel Company 
has appointed three assistant general 
managers of sales under Edwin S. Mills, 
general sales manager. J. B. Arnold 
has been made assistant general man- 
ager of sales in charge of the structural 
and plate division, also coke-oven by- 
products. B. E. Hamilton becomes as- 
sistant general manager of sales in 
charge of the bar division. P. W. 
O’Brien is assistant general manager of 
sales in charge of the rail bureau and 
pig iron division. 


Straw Hat Contest Opens 
21 New Accounts 


Quite often a simple, inexpensive con- 
test will accomplish even greater results 
than could be obtained from a compli- 
cated one. The Chicago Paper Com- 
pany, for example, has just wound up a 
well-timed straw hat contest that put 
twenty-one new accounts on the books 

-a pretty good record when it is remem- 
bered that the contest was local. The 
way the contest was dramatized had a 
good deal to do with its popularity. The 
backs of the regular News-Bulletins 
which this company furnishes its sales- 


men every week were utilized. The 
drawing showed a show-window full of 
straw hats with a tag on each. As each 


man qualified for his hat his name was 
mimeographed on a tag, indicating that 
the hat was won. On the last day of 
the contest all the winners were taken 
to a fashionable hat store and allowed 


MEN WHO DO THINGS 


SALES MANAGER —— 
NESTLE‘'S FOOD CO. 
NEW YoRK. 


to choose a hat. Out of a sales force of 
over thirty men there were only three 
who did not win a hat. 

“We were so well pleased with the re- 
sults of the contest,” said Robert C. 
Fay, advertising director of the com- 
pany, ‘that we have decided to follow 
it up with a baseball contest, in which 
the men will be grouped into teams and 
pitted again each other. A big score 
board has been set up in the sales de- 
partment which is the center of interest 
during these June days. In this contest, 
as in the case of the straw hat contest, 
we are utilizing the backs of the News- 
Bulletin to give the men their standings 
for the week. Our salesmen are all fur- 
nished with binders for filing these 
weekly bulletins, and by printing quota 
standings on the back in this way, it 
gives them a double interest.” 


The manager asked him to sit down, 
until the president could see him. 
“Thank you, when there is something to 
be done I rest better standing.” 

The president who overheard the re- 
mark thought “There is a man who 
won't go to sleep; he will wear his shoes 
out before the seat of his trousers, I 
want him”; and he got him. 


Wants Sales Managers Or- 


ganization Like Credit 
Men’s 

“T will be glad to do everything I can 
to assist in organizing a strong national 
federation of sales manager’s associa- 
tions. I firmly believe that there should 
be a strong national body of sales man- 
agers just as there are of credit man- 
agers. Several years ago we belonged 
to a national association and I attended 
the convention held at Philadelphia. The 
papers there were very good but there 
were no more than twenty delegates at 
the convention. In order to have a local 
association join a national association 
the national association must do some- 
thing for the local association. I am 
sure the St. Paul Sales Managers Asso- 
ciation would be willing to come into 
a national association if it could be de- 
veloped into one of importance and help- 
fulness.—A. W. LocGan, SALES MANAGER, 
G. Sommers & Company, St. PAut, MINN. 


“Enclosed find twenty-five cents in 
stamps, for which please send me an- 
other copy of the June issue of Sates 
MANAGEMENT. I lost my regular copy 
before I had finished reading it, and 
want another as I consider it the best 
sales magazine on the market.”’—Wm. 
Sample, vice-president, Ralston Purina 
Company. 
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What a Sales Manager Should Know About 


Sales Managers in all line: 


The new insistence for the union 
label is the result of a systematically 
conducted propaganda carried on by a 
special organization—a wheel 
wheel—afhliated with the 
Federation of Labor. 

In the method of putting over the 
union label, the directors of the present 
campaign have borrowed a leaf from the 
book of the sales manager whose the- 
that distribution best be at- 
tained by appeal to ultimate consumers, 
thereby bringing pressure to bear upon 
retail merchants to stock the 
With like the 
union labels seldom go direct to manu- 
facturers with a plea for the use of the 
stickers that proclaim “the closed shop.” 
Instead they strive to persuade the pro- 
ducer via the demand of a considerable 
part of his consuming public. Even at 
that, the missionary work is not direct, 
but via the instrumentality of 


within a 
American 


ory is can 


goods. 


strategy, promoters of 


retailers. 
How Union Label Leagues Operate 
If the sales manager has a little in- 
sight into the workings of the union 
label crusade that has latterly gathered 
such headway, he will understand why 
it is manifested in virulent local out- 
breaks—why it is that he suddenly re- 
ceives a demand from all his outlets in 
a given city or territory that the union 
label be adopted if not already in use 
or that, if already employed, it be given, 
perhaps, greater prominence. The 
chances are that back of any such spas- 
modic outbreak is the formation, in the 


district affected, of a “union label 
league.” The formation of these label 
leagues has grown apace of late. To be 
sure, there is needed, as the _ ideal 


groundwork for a permanent organiza- 
tion to promote the sale of union-made 
goods, a central labor body that will 
play the role of parent, but in this day 
and age when every city of any size has 
its central labor union there is a wide 
field lying fallow for the cultivation of 
the union label idea. 

Once a label campaign is inaugurated 
in any locality under the direction of a 
board or committee, consisting of one 
representative from each trades union, 
there is preached early and late the doc- 
trine of the purchase of wunion-made 
goods bearing the union label by all 
adherents of organized labor and the 


.) 


Union Labels 
By Waldon Fawcett 


report an increased demand that products be marked with the Union 
Label. Merchants who have never bothered before about the badge of organized labor are beginning 
to get insistent. To aid our readers in coping with this problem we have had our Washington cor- 
respondent do some gum shoe work in and around the capital. His report follows: 


members of their families. Not only 
are all forms of suasion brought to bear 
upon the organized labor public, but the 
label promoters are likely to call upon 
all local merchants. If the merchant does 
not handle union-made goods he will 
be reasoned with and incidentally will 
be supplied with printed lists of all the 
manufacturers in his line who put out 
goods bearing the union label. Ifa por- 
tion, but not all of the merchant’s stock 
is made up of union-made goods there 
will be presented to him the alleged ad- 
vantages of 
union-made 

Concrete evidence of why he is 
ginning to hear so much more than he 
ever heard regarding this 
union label proposition would be vouch- 
safed to the sales manager could he have 
a peep at the statistics for the past 
year of the Union Label Trades De- 
partment of the American Federation of 
Labor. This department is an institu- 
tion organized specifically and solely 
for the advancement of the distribution 
and sale of union label goods of all 
classes and cooperating in its support 
are about forty National and Interna- 
tional Labor Unions. Revenue for the 
prosecution of the movement is raised 
by means of a per capita tax and the ex- 
tent to which the movement is being 
taken to heart in the ranks of organized 
labor is indicated by the fact that the 
membership contributing to the fund is 
now far beyond the half million mark, 
an increase of about 100,000 in a year. 

A Labor Leader’s Statement 

For all that, to the outsider, the union 
label propaganda been 
pushed, latterly, considerable 
energy, the the movement 
are not yet satisfied with results. Illum- 
inating, for every- 
day sales managers is a statement re- 
cently made to his associates by the 
president of the Union Label Trade De- 
partment. He said: “The Department 
must adopt some method to provide for 
the distribution of union label goods in 
order to enhance its opportunity to 
sooner secure the exclusive handling of 
goods of this class. 

“Just a small amount of investigation 
will show to anyone that almost if not 
entirely without exception retailers who 


exclusive allegiance te 
goods. 
1 


De- 


heretofore 


seems to have 
with 
directors of 


several reasons, to 


179 


, upon the label. 
1; 


label goods c<eep suchn 


handle 
goods 


union 

out of sight and on the ic! 
shelves on their stores and never sh 
them to 
demands that they be shown. This cus- 


tom invariably prevents the sale of any 


unless the customer 


customers 


goods bearing the union label except to 
people who are 
and especially 
ties. It should be a part of the work 

the members of this department t 


change this condition. 


interested in the label 


} } 
these commodi- 


demand 


“A little further investigation shows 
that very few, if any, of the manutac- 
turers of union label goods are repr 
sented before the retail trade by travel- 


ing men, as are mnautacturers of n 
label goods. In otl 
who employ union labor exclusively a1 
attach the -union label to the products 
of that labor depend upon the demand 
of the members of labor organizations 
to do the advertising.” 
Using Label to Force Closed Shops 
Whatever be the personal convictions 
of a sales manager on the union label 
question or the policy of his house, no 
far-sighted sales manager can 
ignore the fact that he 
time forward a positive and incré 1 
aggressive effort to capitalize labels tor 
labor. “W 


her words, people 


laces 


the purpose of organized 
the demand for the union label is great 
enough all manufacturers ; 


one of the the nati 


slogans of 
ganization and, acting upon that conv 

tion, the whole effort of the forces that 
find expression through the ever-increa 

ing number of union label leagues is 
to persuade union labor and its sympa- 
thizers to not merely demand but insist 
There is not a little 
grumbling because of the « : I 
ingness of great numbers of wage earn- 
ers to accept without protest goods that 
do not bear the label 
beled goods are not readily 

Hence the effort, la } 
bring union labor to the sticking point 


1, | 
when a- 


obtainable. 


union 


tely redoubled. to 


of refusing to purchase where the label 
is missing. “A few losses of sale will 
make any retail dealer begin to take 


notice” is a reassurance recently sent out 
from headquarters. 

It is only fair to say, however, that 
the national 
union 


forces that are behind the 


label are 


not attempting to bring 


pressure to bear upon manufacturing 
and sales interests solely from the out- 
side. In various communications of re- 
cent date manufacturers have been urged 
to affix the union label to their products 
on the plea that by so doing the pro- 
ducer will have the benefit of advertis- 
ing that will have cost him nothing and 
will be saved time and effort in making 
sales. It is, in part, to make good on 
that representation to manufacturers 
that the national label organization is 
constantly urging the respective na- 
tional and international unions that have 
official labels to spend money liberally 


in advertising them. 


There has been 
suggestion that the ideal form of 
encouragement for the union label prin- 
ciple would be found in a broad, na- 
tional campaign that would boost coop 
eratively all union labels. However, the 
officials of the Union Label Trades De- 
partment have always demurred at this, 
contending that what is good advertis- 
ing for the label of one branch of trade 
would be ineffective if used for the label 
of some other union. 


Use of Label Rapidly Growing 


Some sales managers may be prone to 
dismiss the subject of union labels with 
a figurative shrug of the shoulders in 
expression of the belief that however 
live an issue this label question may be 
in some lines it does not apply to them 
and is aot likely to do so. In all candor 


may it be hinted that this is not a fair 


assumption In the beginning to be 
sure the union label idea took root 
slowly Starting with the cigarmakers 
in 1874 it was not until 1885 that the 
hatters followed — suit. The garment 


makers came into line the next year and 
1891 the label idea was adopted by 


the printers, ironmolders, shoemakers, 
and other crafts. Gradually, however, 
the list of union labels lenethened until 
od we find the marks in use on such 


iverse products as wire cloths, wall pa 


lighting fixtures, musical instru 
nts, razors, rubber stamps, buttons, 
trunks, harness, stoves, gloves, brooms. 
suspenders, flour, office furniture. et 
ete 
While eve sales manager, whatevet 
Ss personal preferences, may as well 
reconcile himself henceforth to deal with 
union labels as a factor of growing in- 
fluence in keting practice, there is 
int reason for anyone to fear that la 


nterests will throw a 
‘ey wrench in the general machin- 
ot merchandise distribution bv at- 


tempting to establish direct contact with 
e consuming public through special 

igencies That has been proposed a 
| t + 


times and has been tried a 
\s a result of the few ex- 
periments in this quarter that have been 
undertaken, the national officials who 
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are responsible for the general direction 
of the union label movement invariably 
advise against any such attempt. From 
the sales manager’s standpoint, not 
the least interesting element of the 
union label propaganda is found in 
the fact that the Union Label Trades 
Department is, for its own ends, strongly 
opposed to “cut-price” goods in general. 
The logic is that a desire on the part 
of a manufacturer to produce goods that 
can be sold at exceptionally low prices 
will almost invariably bring in its train 
unfavorable conditions or low wages for 
the workers in the factory. Conse- 
quently strong appeals have been made 
from time to time to the wives, mothers 
and sisters of union men in all trades 
not to purchase “bargains” or “specials” 
devoid of a reassuring union label. 


Your article entitled “How Large 
Should a Salesman’s Territory Be?” 
in the June issue of SALES MANAGEMENT 
“hits the nail on the head” when the 
problem of reducing the radius of sales 
territories is under consideration. As I 
am at this time confronted with this 
very problem, your article was indeed 
of great interest to me.—R. D. Keim, 
General Sales Manager, E. R. Squibb 
& Sons. 


“A good impression is a large factor 
in making a successful salesman and 
good impressions require attention to 
little things. First impressions are 
lasting, also first impressions can wear 
out. Let’s never forget that. What 
went to make up the first impression 
should never be overlooked.” 


for You 


of DITTO. The 


peal all tended to bring 
the satisfactory outcome. 


VW ay to Dupli ale. 


firms. 


635 Sherman St. 


Let Us Do the Same 


Co-operating with the na- 
tional advertising agency, we 
produced splendid results by | 
turning inquiries into orders | 
for the Duplicator Manufac- 
turing Company, manufacturers 
same general 
plan, similar style of art work, and 
definite resemblance in copy ap- 
about 


Sales and Advertising 
Manager Highly Pleased | 


“Buckley, Dement & Co., Chicago :-—I want to compliment you on the excellent | 
way in which you handled the Direct Mail Advertising for DITTO, the Quickest | 
A ready grasp of our ideas, quick responsiveness in the way _ | 
of service, and hearty support in every department of your house proved that 
my judgment in giving you the business was correct. The results are indeed | 
gratifying —R. K. RUSSELL, Sales and Advertising Manager.” 


Suppose you get in touch with us and have us work on your prob- 
lems. Suppose you get the advantage of our Direct Mail Service— 
the same help that has been so beneficial to so many well-known 


| 
If vou’re interested, say so on vour business letterhead. | 
| 
| 


| BUCKLEY, DEMENT & CO. | 


Ditto 


The Quickest Way to Duplicat} | 


CHICAGO | 


How the Wheels Go Around in Big Sales 


Organizations 


2—Marshall Field & Company (Wholesale) 


Ever since William Mann became general manager of Marshall Field & 


which have taken place within its selling and merchandising organization have enlisted the interest of 
every sales manager in the country—both jobbers and manufacturers. So far as we know this is tl 
first comprehensive study ever published panrrsit Mr. Mann’s policies of organization and how the 
great Field organization functions 
The biggest enemy that any business tion, James Simpson, first vice-president, itory and nab a ripe o 
has is itself. As it gathers prestige and William Mann. eral line men, to « things 
and a bank account it grows less tolerant One of Mr. Mann’s biggest accom the special me da t} 
of outside ideas. The heads of the busi plishments was getting the various ele- coin. It was not ac 
ness begin to think that they have a ments in the sales department to pull likely to build up the sort gO 
corner on all the real ideas in their together. When he began his reorgan- that a jobbing siness st ay 
field, and assume a lofty attitude toward ization work it was a case of every de- Mann harmonize d_ these ements 
anything that does not originate in thei partment for itself. Petty jiealousies allowing general line salesm« 
own tront office. Marshall Field & and discord were rampant. It was not mission from the total | < es el 
Company were perhaps, unknown to uncommon for a special salesman of one py their territor that 
themselves, beginning to drift into that department to take an order for another a began to rear a structure 
frame of mind in 1912. It was at the department and then endeavor to show service 40 the téade. and o ates: 
time when Marshall Field & Company that the other department was “asleep to siemens thee omaiiie erchand 
were hirst thinking seriously of pushing at the switch.” The general line sales- Under the old policy epartme 
exclusive specialties, among which was’ men were prejudiced against the special auytocracy. there was ti 
Bow String thread. They wanted some- salesman, who would often jump into <ome department anagers t se 
body to handle the campaign, and some choice spot in a general man’s ter-  <salesmen for a butt. and to develop 
selected a man who was at the salesm¢ a false sense 
that time connected with the enthusiasm for the ercl 
Munsey publishing interests— SS. = dise. 
William Mann by name. : “ Of course, these cl 
Enter—Mr. Mann were not wrought in the 
Mr. Mann came to Fields in ganization ght 
much the same manner as without opposition frot 
thousands of others had come - old timers who had grow 
merely as a member of the N in the dark ages o er 
sales-department. No one E Q| dising. It is whispere 
suspected at the time that he g | the refusal of ertal 
was general manager timber. partment head to line his 
The old timers didn’t take him partment up — tme ; 
very seriously, in fact, it was policy had a great de 
freely predicted that he Poy aan with his decis ian inc 
wouldn’t last long with his ie few months k [It was 
“new  fangled” ideas. But | Take Your Choice nWatch the Hats case of get or ge 
Mann fooled them all. His | Let Us Write Your Name On the Tags Duties of Sales Manager 
Bow string thread campaign ; ‘ 
was so. successtul that it MONDAY ONE O'CLOCK WE BUY \s the sales anna 
opened the eyes of the man- STRAW HATS FOR THE DIGGERS CLUB. vias renee pagers we whe 
agement to the possibilities cf af aa dug up aad o 9 ” agence ~~ . , ; F 
intensive sales methods ap- If you dug up d orders.” ; oe ee ere ae ee 
plied to the jobbing business. Tou WH A $ has an assistant How D 
He was soon appointed assist- Look at the Tage - These Fellowe Came ham. The executive up 
ant to W. F. Hypes, the sales | . Since fhe Last fener? divided eatin RR go? 
manager. Here again he up- ty iE FIRST! , Sener — _— 
set precedent, and_ installed ‘i . Krause. on Foldweli Sales. 'O | sales a rt ie 
many revolutionary sales ideas, | 3, Be Blectence aww enseunt Sagnses nes oc , cage ets 
with the result that a year | 5. ° en RR. ro Rare ange 
and a half ago he was made 5 ¢ Se a boise tage 7 e aie 
general manager and given | . on Fel@sei} Seles. : fie re te de aaa cea 
the run of the “shop.” It is | See canna een Rees Dees. Bs keg beages grog 
now pretty generally known | st Ras Sean Aaa aa tomers whom he does 
that the “big three” in the | — ee “i know intimately, 1 wh 
Field organization are John D. ~~ eee not respect his = 
Shedd, president and active How Chicago Paper Company Uses Reverse side of Special ‘Ounsel. The assistant s 
executive head of the institu- News Bulletin to ListSalesmen’s Standings manager, understudies 
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Company the development 
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general sales manager, and has the 
responsibilities of a’ very elaborate sta- 
tistical department. This department 
records all orders, by lines, departments, 
territory, salesmen, etc., enabling the 
management to check up on any sales- 
man who is slighting his opportunities, 
or who is not selling the full line or 
slighting any department. 

The territorial sales manager is the 
“boss” of the salesmen covering his par- 
ticular territory. Fifteen or twenty 
years ago when a salesman had his ter- 
ritory built up, and on a profitable basis 
he was, when opportunity permitted, 
made a general salesman. His duties 
were mostly of the handshaking variety. 
He was supposed to get out and back 
up the general line salesmen, and cement 
the relations between-house and cus- 
tomer. But this type of a man was out 
of harmony in the new order of things, 
so he was replaced by the territorial 
sales manager who uses all the tools of 
modern sales management practice to 
make sure that every drop of business 
is squeezed out of his particular terri- 
ory. He not only exercises authority 
over the general lines salesmen, but 
shares in the management of the special 
salesmen, who, of course, report directly 
to the department head they represent. 

Field’s Big Business Salesmen 

But Marshall Field & Company real- 
ize that it takes an entirely different type 
of mind to sell big business than it does 
o call on a cross roads merchant. So 
they have a group of salesmen especially 
trained and equipped for doing things 
in a big way, and meeting big business 
n. These are known as “circuit” 
salesmen, and it is their job to call on 
the big buyers in their “circuit.” It is 
quite usual for these salesmen to sell 
$100,000 on a single trip. They are mas- 
ters of the line they represent. 

Next comes the special salesmen who 
concentrate on certain lines. They 
over larger towns than the general line 
men, and make a bigger territory. <A 


special salesman, for example, may 


cover a whole state, whereas the gen- 


ral line man makes only four or five 
counties. In some territories, where the 
small towns have an extended trading 


radius as is the case in Jowa and Ne- 
aska, special men make towns of com- 
paratively small population. In fact, 
some small towns yield more business 
I far larger trading centers. 

\s to the general line salesmen, there 
are two corps of these. This is made nec- 
essary by the wide line of merchandise 
which the firm sells. For example, one 
set of general line men will handle 
“piece goods,” such as ginghams, calico, 

Ik, dress goods, etc. The other set of 
salesmen carry the other half of the line, 
uch as hosiery, handkerchiefs, laces, 
neckwear, etc. These men, as has been 
make only small town terri- 
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tory. They carry about twelve trunks bing activities on a nation-wide scale. 
of general line samples, representing In breaking into the Eastern territory 
about twenty-five departments. They Marshall Field & Company used two 
make territory over which it would not lines—handkerchiefs and gloves. Out of 
be profitable to travel a special sales- that beginning a strong Eastern selling 
man. In assigning territories to the organization has been developed. 

general line men the numerical plan is 
followed—that is to say the territory is : ; : 
laid out with an eye to transportation _Like many other jobbers Marshall 
facilities and given a designating num- Field & Company has for some years 
ber. There are about 176 of these been steadily adding to its list of fac- 
territories, and approximately 500 tories. When it comes to deciding 
salesmen. The United States is split be- whether or not a factory 1s to be estab- 
tween two offices. The home office at /#shed for manufacturing goods formerly 
Chicago handles all territory west of bought on the outside, ‘it is left pretty 
Pittsburgh and Buffalo. Territory east much to the judgment of the department 
is handled by the New York office. The anager. During the life time ot Mar 
success attained by the New York office shall Field the eerety eee wee 
of Marshall Field & Company marks an !@ct the. head of a business within a 


interesting epoch in the conduct of job- 


Manufacturing Activities 


(Continued on page 201) 
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You Change From War to Peace 


New problems confront the executive daily in the re- 
adjustment back from production pressure to sales 
opportunity. Business Graphics furnishes the close con- 
trol necessary in such times. 


EDEXCO MECHANICAL GRAPHS 0] 


are new and simple types of control boards that make it easy for the 
executive to picture quotas and results in large or small businesses. 
few minutes a day for all necessary changes and either production or 
sales facts are revealed in their true relationship. 


= Mechanical Bar Chart Composite Bar Chart The Remindograph 


= Bars are movable ribbons, has movable, overlapping will chart any business 

= regulated day-by-day to ribbons of three or more problem—Selling, Manufac- 
show sales as compared to colors for showing several turing, Administrative—yet 
quota, relative standing of related items for quick it 4s so simple that any 
men or ether comparisons. comparison. clerk can run it. 


SEND TODAY FOR FREE BOOKLET ILLUSTRATED IN COLOR 


” EDEXCO GLASS HEAD MAP PINS = 


{ WILL NOT PEEL OR CHIP 


een o = 
= Hf et Solid glass heads. Steel points. Stay where you put them. = 
: : $5388.) 2 sizes—16 colors. Color runs all the way through. = 


4 
. 
. Sales Maps Plotting Papers Map Mount 
> Entire U. S. or for Charts to EDEXCO- special 
, ate state show sales, costs, corkboard for wall = 
P : se “eas m — profits, produc- maps. Any size— 
Ms by counties. Con- tion, and other any width. State 
os venient sizes. vital statistics. size and ask price. 
o.°R*. pls bd . . = 
a = #5 o4 Send 50c stamps or coin for big sample package = 
e. “ses .*s containing Map Pins, and_ other Map Marking Devices, sample = 
rhe os =" eel ye EDEXCO Map Mount, Charting Papers, Curve Cards, and = 
Yee Siete See Catalog of Supplies for making Graphic Records. Catalog E 
Our" Map Pins. alone sent free if desired. 
Exact Size. 
E 134 Custom House St. Providence, R. I. 
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Entertainment as a Factor in Getting Business 


By C. J. Kiger 


Sales Manager, McKesson & Robbins, New York 


While it is impossible to lay down,any fixed rule governing the policy of allowing salesmen to 
include “entertainment” in their expense accounts, as so much depends on the special circumstances 


surrounding each case, you will be interested in having Mr. Kiger’s vie 


ws on the subject. 


y {t least 


they may prove helpful in deciding the question according to the peculiar conditions in your own 


business. 


Business transactions generally are 
based on the confidence that the buyer 
has in the seller. Whatever is calcu- 
lated to strengthen and increase this 
confidence should be utilized to the 
fullest extent, and whatever is regarded 
as a destroyer of this confidence should 
be dispensed with. Personality is a very 
important factor in the maintenance of 
confidence. The closer the buyer and 
the seller can be brought together, the 
greater the opportunity for the promo- 
tion of confidence. The only relation- 
ship worth while between buyer and 
salesman is that based on confidence, 
and this confidence cannot be acquired 
by any amount of entertainment unless 
the entertainment is used solely to 
strengthen the bond between the buyer 
and the seller. 

My own personal experience and ob- 
servations lead me to believe that, speak- 
ing generally, entertainment is not a 
business producer. I believe that this 
is due entirely to the fact that it is open 
to so many abuses. Mere entertain- 
ment is of doubtful value,—its real value 
depending solely upon the extent to 
which the opportunities for constructive 
selling work, afforded by it, are utilized. 

When Entertainment Is Justified 

Competition today is so keen and the 
demands upon the time of the buyer are 
so great, that it is somewhat with diff- 
culty that the seller can make a lasting 
personal impression upon the mind of 
the buyer. An excellent opportunity to 
accomplish this is afforded over the 
lunch or dinner table. In matters of 
big transactions, especially, I believe that 
an hour spent over the dinner table 
with the customer, if properly utilized, 
half-dozen hours’ broken 
into by constant interruptions, and also 
where you do not feel as free to talk 
to him as when you have been permitted 
to do it over the dinner table. If there 
is any one time when the average man 
feels at peace with the world, it is when 
he sits down to a good dinner. The 
psychology of this can scarcely be ques- 
tioned, but the opportunity must be 
made the most of by the salesman. 

Some years ago, I called on a man 
who was in the market for a complete 

stock of 


is worth a 


goods, amounting to about 


$15,000, for a new store. My house was 
in a position to furnish him with every 
thing he needed, and the buyer knew this 
to be the case, but for some reason he 
hesitated about giving any one salesman 
the complete order. I called upon him 
at his place of business a number of 
times and spent several hours with him 
each time, but the thread of my talk 
was invariably broken into by frequent 
interruptions. I thought that unless I 
could get at least one unbroken hour 
of his time, I was in danger of not get- 
ting his complete order. I invited him 
to take dinner with me at the hotel, 
and believe me, it was a good dinner, 
with all the trimmings. I made up my 
mind that this was the time for me to 
secure the entire order or be contented 
with a part of it. We sat at the dinner 
table for a couple of hours, during which 
time I made the most of my opportu- 
nity with the result that I secured his 
complete order. 

Entertainment Without Selling Wasted 

All business men are primarily inter- 
ested in learning how to make more 
money out of their business, and not 
where to get the most entertainment. 

Very often a salesman who entertains 
his customer unconsciously depends on 
this method to hold the customer, and 
does not use his 100% sales effort that 
he would have to rely upon if he were 
using no other ammunition. 

The reason that entertainment alone 
is not a business producer is because 
of its abuse, rather than its use, and it is 
abused by the salesman as well as the 
buyer. I have known buyers to accept 
all kinds of entertainment at the ex- 
pense of a salesman, and but little if 
anything would be said about business 
until the buyer got back in his office. On 
the first item on the list, if it is a com- 
petitive item, he would ask the price, 
and sometimes hold it back and not 
give it to the salesman, if some other 
house who did not even send a repre- 
sentative to see him, was quoting the 
item for a few cents less. 

Now as regards to what is a reasonable 
interpretation. Entertainment, no doubt, 
was Originally the result of a natural 
inclination to spend some one else’s 
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money, in the old days when salaries 
were limited and expense accounts were 
not—(possibly criticised but always al- 
lowed). 

Entertainment is advertising, and ca! 
only be so classed. Just how far it is 
a business producer is governed by the 
manner in which it is conducted. I be- 
lieve | am correct in stating that you 
cannot find a single article on “success- 
ful salesmanship,” in any of the numer- 
ous sales manuals, written by the biggest 
and brainiest Sales Managers in this 
country, 
tertainment as a customer make 
holder. It is evident that they do not 


advocate or believe in it, and accept 


where they even ment 


only as an expense. 

One of the things for a Sales Man- 
ager to guard against, is the chronic 
entertainer—‘the living 
count.” It is a reflection on his ability 


expense ac- 


as a salesman, and correctly so. He is 
like some politicians,—he must spend all 
his time and money running for some- 
thing that he cannot hold when he stops 
running. 
The Living Expense Account 

This matter of entertainment expense 
can best be regulated by putting it 
squarely up to the salesman, and by al- 
lowing him to participate in the net 


profits only. As a rule in a jobb:ng 
business, this is best figured on the fifty 
fifty basis. Of course, in the case of 
the manufacturer, profits would have to 


be arrived at or decided on, and then 
divided with the salesman 
an arrangement, the 
when entertaining that he is spendin 


Under such 


salesman 


his own money and is taking a gamlle 
himself. 
tertaining, it is all deducted before he 
begins to share in what is left. It 


If he spends too much in en- 


makes him cautious and places him vir- 
tually at his own expense. He wil 
therefore, soon decide whether enter- 
tainment expense is a waste or not. 
For instance, if a salesman on a fifty- 
fifty basis, sells $100,000 and the profit 
is 20%, and his total drawing including 
salary expenses, has been $8,000.00, he 
has only $2,000.00 coming to him at the 
end of the year, but if he has kept his 
total expense down to $7,000.00, he will 
receive $3,000.00. This is the incentive 
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duties as officials in the corporate organi 


\!'len, is now and has been, continuously since its of the Pyrene Manufacturing Company had 


said Service, Inc.; that the re 


spondent William H. Yetmz an, was prior to Octo- 


Service but who resigned prior to the 


that puts every salesman on his mettle, the City of New York, State of New York. That line of fire appliances including a one quart fir« 
ers SMe : } since its organization’ said respondent has been exungmener on which it specialized; that the Allen 
decreases his expense account, and, of engaged in the business of selling and distributing Sales Service, Inc., is not interested in either the 
course, increases his net earnings as well i" commerce throughout the United States, a gen manufacture or sale of a one quart extinguisher. 


diate ly 


their 
zations 


‘ | e 4 | eral line of labor saving devices, fire fighting ap- Paragraph Three: That said respondents, C. 
as those of the house. cr ager and other products, wr eg ae eee Louis Allen and William H. Yetman, imme 

_ na ae. with other corporations, partnerships ant persons, prior to April 1, 1918, in the course of 

= similarly engaged; that the respondent, C. Louis 


access 


Trade > ommi1ssi1on Dis- id AIG duly qualified and acting president to the books, records and files of that corporation, 
ot € 5 al es 


ind the respondent, William H. Yetman, took from 


. ° » the files of said corporation certain card records 
misses Complaint Against er 14th, 1918, the duly qualified and acting vice of the prices of i 


commodities purchased by him 


, : 5 pre — of ~ — n Sales aerreth, ants ner on while an officer of that corporation; that the taking 
, said date sai etman resigned as ice-Fresident of saic ords b saic spc ‘ 
Allen Sales Servic e of grog = myotten y Inc., — on Nox embe 4 \ a er ~. Pg = aoe dent, William a 
- —_— id, 4% » SOU a us stoc in Sal corporation an rE Sno > « , ic > F > F - 
Under an order dated May 27th the entirely S¢ vered his connections with said respond % nag en Peg ceuion ai cau) po nage 
Federal Trade Commission has “dis- ae Allen Sales Service, Inc? said records and copies thereof were returned 
issed ithout prejudice” the complaint Paragraph Two Phat immediately prior to the to the Pyrene Manutacturing Company. 
nliss¢ without prejudice € an ss yrganization of the Allen Sales Service, Inc., the Paragraph Four: That prior to April 1, 1918, 
that the Allen Sales Service and C. Louis respondents, C. Louis Allen and William H. Yet the Fyrene Mi inufacturing Company was selling 
1 Ss on : a oe mee : man, were respectively president and manager of and distributing a line of fire fighting appliances. 
\llen secretly took sales information the fire ap! Nese deoatvinent of the Pyrene Manu made by a manufacturer in Illinois, a April 
from the Pyrene ( ompany, with which facturing Company, a corporation organized under of said year, the respondent, William H. Yetman, 
Mr. All -merly associated. and the laws of the State of Delaware, with principal icting as an officer of the respondent Allen Sales 
Mr. s\ilen was formerly a Shae eee ene place of business in the City and State of New Service, Inc., and in its behalf, entered into a 
ordered that W ra H. Yetman, tor- York; that said Pyrene Manufacturing Company ontract with said manufacturer whereby said 
sae Beas 2 4 f tl Allen Sales was engaged in the sale and distribution in com \llen Sales Service, Inc., became the sole selling 
merly vice-president o le AMEN Oe merce throughout the United States, of a genera! (Continued on page 200) 


filing of the complaint, “cease and de- = — 

sist” from secretly taking or procuring 

the card records of the price of com D 3 li li 

modities and other confidential informa- || ont you want a new mailing list 

tion from the records of any competitor 

of the Alle 1] Sales Service (2) from mak- | of good prospects for your 

ing false and misleading statements to = 

any customer or prespective customer | Business? 

of any competition of the Allen Sales 

Service, Inc., concerning the conduct of —— ; , : 

such competitors’ business which might We furnish them. Ask for our Silent Salesman No. 94 for 

have a tendency to cause such customer Aprik 1919. It’s free, showing about 3,000 classified mailin 
o a 2 A ’ : 5 . . 

or prospective customer to refrain Irom lists, the number in them and the price. Here is a sample of 

doing business or entering into contracts how they run. Any list you want; we have it. 

of purchase with such competitor, and . 

(3) a See eee offering to ~~ om 153—Aeroplane Mfg. and Avia- 5,592—Auto Truck Dealers, Per M.$ 4.00 
cers of the armed forces of the United tion Supply Dealers.......... $ 2.50 meena “4 * since Owners, U. S., 2% 
ites ho have » de i purchase 6,848—Academies, Colleges, etc., rer secre eesececeecs crccsce Ae 

States w h ners to do with poem on ESE ira ama . i eS 4.00 3,395—Bakers and Confectioners, Uz. 
by the United States such gratuities as 204—Acetylene Town Plants..... 1.50 S. and Canada (Whol.)....... 6.50 
liquors, cigars, meals, theatre tickets and 198—Acid, Liquid Carbonic Mfrs. 1.00 eR ee aed Per M.... ro 
the -esents as inducements. etc.” The 1,042—Advertising Novelty Mfrs. See ee eee nee PEESEROAD) Te 
other presents as inducements, etc. i¢ i Tobb 5.00 149—Belt Dressing Mfrs........... 1.50 
4 f the Re -t and Findings cover- | i ee Job ee _2saheebs  Saidechih ‘ala 76—Belting Mfrs., Rubbers..... - 1.00 
rext OF The Report sae fae * | 3,736—Agencies, Collection in prin- 111—Billiard Table Mfrs. and 
ing the case against Yetman follows: | pyre cipal CITIES 0 ecceereccceecoes 12.00 Bowling Alley Bldrs......... 1.50 
’ | 1 Trad OR eT I 8 RE ey 7,937—Agents’ Manufacturers, Per 274—Billiard Supply Houses...... 2.00 
rederal e “nee ees Raggy gy ag | eae ee 3.00 53,599—Blacksmiths, Per M......... 3.50 
wr e “belies es on eras 1,009—Agric. Implement Mfrs...... 5.00 37,328—Booksellers and Stationers, 
See 2 Hac mmyg’ tox id ‘heap 4,735—American Millionaires, Per M 10.00 includes all stores peassenited 
Louis : Yetman, have been and 535—Amusement Parks............ 4.00 same, Per M........-csecsees 4.00 
. akai hod ' 25,097—Amusement Places and The- 5,100—Booksellers, Excl., Per M... 3.00 
: on v 50 28:923—Boot and Shoe Dirs., Retail, 
ter-st rr at Se Se bs se tkecw oases ® 3: gg 3.50 
Sect in Act of Cong 44,905—Auto Dealers, Per M......... iI ccdelalag dr leeds Sect a Nha oh . 
é ( 914 tit \ 8,102—Auto Dealers, Ford........... 20.00 35 ad - meneie of Live Stock, Per 3.50 
I e Con s to define | 47,117—Auto Garages, Per M........ 2) 0s sae eee ee sie : 
ses, and thi t 404—Auto Mfrs. U. S. and Canada 3.00 sad 276i” Contractors and 3.50 
_ respect wil to the interest or the 4,675,305—Auto Owners, Per M....... 2.50 1,220—Butter and Eggs, Whol...... 4.00 
pu sella UB cgrcaars Mahila ree thi ini tate 1,737,485—Auto Owners, Ford, Per M 2.50 38,000—Cigars and Tobaccos, Retail, 
re ag bingy ees Botton ge piven Dare Dig ae 44,953—Auto Repairs, Per M........ 3.00 OR ae ormnadiocnae 4.00 
7 , a : doe 41 56,111—Auto Supplies, Per M........ 3.00 3,205—Confectioners, Wholesale, and 
: 1,505—Auto Supply, Wholesale..... 5.00 eee ee 6.00 
as ge : 1,693—Auto Tire Vulcanizing Com- 4,268—Consulting and Mechanical 
nate irae ser din “aakel SOMBER. Cutvauds socchaen cecetiaes 5.00 ee Re ree eee 10.00 
Ss 1 al d, and it | 
as possible, an Agreed Statement | P. S.—These are times when you can get new business by direct 
See ee ear ee Tig adverti ing at one-eighth the cost of traveling salesmen. Ask for our 
e su greed statement of facts Literature now. “ou will receive others besides the Silent Salesman 
Ls eee te ce at that will be most valuable to you. 

Es : t! - ne Fae We have been furnishing Mailing Lists for 36 years and have over 
ela tg wih ect ne beg ge igi r | 5,000 customers all over the United States. Our Mailing Lists are type- 
\gre ment of Facts and affidavits having written, show Financial Ratings in dollars, and are all 1919 compilations. 

I filed with this Commiuissior | 
( this its Re t and | 
I ind Conclusior | 
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Does Trial Selling Foster Weak Salesmanshipr: 


G. E. Bliss, of the Accounting Machine Company, Says “‘It Does” 
R. N. Fellows, of the Addressograph Company, Says *‘ Not Always” 


How Mr. Bliss Regards 
the Question 


A trial is obtained principally because 
the salesman or representative requests 
from the permission to 
place one of his the 
stating that there is absolutely no obli- 
gation on the part of the business man 
and that it remains for the machine to 
prove its worth. 

It is only natural that this method in- 
great expense in the stock 
which is tied up in trials and the neces- 
depreciation 


business man 


devices in office, 


volves a 


sary expense of covering 
on these trials. This is to say nothing 
of the the time in 
going after and following up these trials. 


It encourages weak salesmanship and is 


loss of salesman’s 


a big drain on the business executive’s 
Being that the public are more 
educated to this method, it 
quires very little persuasion on the part 
of the salesman to get permission to 
leave his devices in the 
That is the beginning of an expensive 


time. 


or less re- 


one of office. 
experiment for the salesman himself and 


He 


the man he leaves the device with. 


calls back every few days or weeks or 
months, whichever the case may be, 
and every call means time on his part 


time on the part of the executive 
he calls to see. In the end it has been 
proven that but 20 per cent of the trials 


that are put out materialize into sales. 


Who Pays for the Trials? 


and 


We are going to consider merely that 
phase of it the manufac- 
turer in such a way that he 1s compelled 
to charge an overhead for this trial. It 


which effects 


is unnecessary to go into details explain- 
ing the exact cost, sufficient to say that 
when 80 per cent of a manufacturer’s 
stock is tied up in something which pays 


no returns and 80 per cent of a sales 
man’s time is likewise being devoted 


to efforts which could reasonably be de- 
veloped along other lines, someone must 


pay. 
A certain manufacturer who has had 
years of experience in this particular 


business is going to market a new article 
under a new plan. For obvious reasons 
it is necessary at this time to withhold 
the name of the manufacturer. It is the 
plan of this manufacturer to sell his de- 
vice without a trial. 

The immediate benefit of the business 
man is the reduction of at least 35 per 
cent of the cost of this device. That, of 


course, is only the part which is recog- 


nized in dollars and cents. There is the 
other phase—the executive's time. 

This manufacturer realizes that there 
is no need or no reason why a salesman 
the device he is hand 
ling should not be able to offer it to a 
business man in such a simple and com- 
plete form on first demonstration 
that there will be no trial. 
How that is to be done is another story. 
The principle points and questions for 
and against this are as follows: 
the trial—The habit of 
the business man who has been more or 


who understands 


his 
need of a 


In favor of 


less educated and has never been shown 
the cost of trial. 

In favor of no trial—A reduction of 
35 per the the 


3 selling cost of 
device and the conservation of the busi- 


cent in 


ness man’s time by presenting the prop- 


osition to him in such a way that he 
could make his decision the first time. 
The benefit to the manufacturer himself 
because he will develop that type of 


salesman who will produce more busi- 
ness for him thus reducing selling cost. 

This 1 
the 
his own time and the time of the pros- 


1ethod automatically eliminates 


weak type of salesman who wastes 


pects whom he calls upon. The manufac- 
turer himself profits, but only in a sec- 


and that is because the 


first. 


ondary way, 


buyer profits 


Mr. Fellows Can’t Agree 
Because— 


Our records on trials show that more 
than 75 per cent of addressographs 
placed last year on trial were purchased. 
This 
spect to hand addressographs placed on 
trial. It all depends on how liberal the 
trial proposition is. We do not 


prospects unreasonable trial periods. In 


percentage is even higher in re- 


allow 


respect to hand addressograph trials, 
they are limited from ten days to two 
the 


ma- 


made at 
the 
machines 


weeks. If decision is not 
that time, 


chine. In 


end of we remove 


instances where 
were removed and 
surprised to find that a healthy percent- 


not sold, we were 
resulted in 


through 


age in such cases later 


straight 
anywhere from three to six months later. 


orders. Orders came 

It is true that under certain conditions 
the trial privilege promotes weak sales- 
But this we do not find to be 


manship. 
ad- 


true in the general run among the 
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dressograph salesmen. There art 

tain reasons why, from the standpoint 
of selling expense, in certain special 
cases, it is better to grant a trial tha 


to do without the order for several years 
The addressographs are used in a more 


or less extensive manner The cost of 
addressograph equipment in many cases 
runs into several thousand dollars \l 


most invariably the prospect does not 
feel he can possibly use the addresso- 
graph—that it is a luxury and something 
A trial quickly cor 


with the ad 


he can do without. 
the 

dressograph 
methods- 


vinces saving affected 
over pen or ty 
results in a straight uncon 


tional order, which might net have been 
secured for several years to come in 


Case 
salesman was not permitted to put a 
small equipment in on a few days den 


onstration. 
A Way to Make Trials Stick 
When it comes to selling hand ad 


dressographs our records show that 


many more of these machines can be 
disposed of each year. We give t 
prospect a_ five-minute demonstration 


in his office, take away fifty to 
’ 


names and addresses from his lists 
make up t 


he plates without obligation 
and leave the 


mice . ‘ 
whole outht tor the pros- 
pect’s clerk or office boy to use under 


actual working conditions for a week or 


ten days. Invariably, if the prospect has 
any actual use for the addressograph 
and, of ‘course, our salesman does not 
make a trial proposition unless he knows 
that to bea fact, our salesman is enabled 
to get the order in a few minutes when 
calling at the end of the trial or de 
stration period. 

We encourage our salesmen to | ) 
ten or fifteen trial hand addressographs 
in circulation in their territories at | 
times. Our instructions art 

“Take in the machine, give the pros 
pect a demonstration and leave it for 
ten days’ trial I it 1 t 
time, you can’t get the order, remove the 
machine and place it with anot . 
pect. Don't allow trials to hang on an 
unreasonable time—keep your 
moving, if you can’t sell them quickl 

This plan enables ur salesmet to 
cover more prospects and automatically 


ils and clos 


work up more de 
ders quickly, than would be the case 
we did not permit them within reas 

to make trial or demonstration offers to 
their “hard to 


“sell” prospects 


What Properly Constitutes the “Cost of Selling” 


By J. George Frederick 


Broadly speaking sales costs are far too high—they are bound to become the target for inquisitive 
executive minds during the next few years. To assist our readers to a better understanding of what 
should and should not be charged up to selling expense, we print this 


forthcoming book on sales management. 


The study of sales cost is chal- 
lenging the best brains of a sales man- 
ager, for in most industries it is no great 
trick to get results at a high cost, the 


test of ability is to get them at as low 


one 


a rate as possible. The unit cost of 
selling must be reduced, not the mere 
general volume of expense. This can 


only be done by increasing the sales 


efficiency of men in the field, increasing 
the fertility of plan and organization at 
headquarters, decreasing the overhead in 
ratio to the volume, increasing volume, 
standardizing, eliminating 


and concen- 


trating; also employing great labor sav- 
ing devices such as advertising. 

Under the old conception whereby the 
wing of 
was the 


department 
and 


sales was a mere 


the business production 


center naturally sales cost was _ inter- 
preted somewhat narrowly. In many 
concerns today, the term sales cost is 


used only to describe salesmen’s salaries, 
commissions and expenses. This ranges 
cent and normally 
about 6% of the volume of 
less if the business is well ad- 


from 3% to 8 per 
averages 
business; 
vertised to consumers and the demand 1s 
itomatic: more if little or no advertis- 
r 1s and the 


ing 1 done 


market is full of 
resistance. 


What Is Sales Cost Anyhow? 


But sales cost, properly considered 


is not alone salesmen’s cost, but all 
cost which directly or indirectly may 
be chargeable to sales development or 
rket broadening 
ih broad divisions of proper sales 
cost € 
(1 \ just proportion of office ad- 
strative overhead 
) Salaries ) ] employed in sales 
vities 
Commissions, bonuses and ex- 
ses of salesmen. 
1) Advertising of every kind directly 


ning at sales (but not contribution 
institutional ad- 


ertising for general good will). 


lvertising nor even 


(5 Special charges reasonably desig- 
ted as cost of sales development work, 
es expense, etc. (this division might 
lude even such items as”experimental 


yvork on new products. Credit losses 
Common Errors in Sales Cost Figuring 
Typical of many who arbitrarily and 
charge up items to sales cost 

t of a machinery concern which 

( g ixes, insurance, interest and 
( t 1 stationery to selling. This 


is absurdly wrong. General adminis- 
trative costs must never be mixed with 
sales cost. Some cost accountants fig- 
ure cash discounts as sales expense, 
whereas this is in my opinion and that 
of other specialists in sales matters, 
purely an administrative cost of doing 
business. Freight is more properly a 
cost of production than a sales cost, ex- 
cept in special cases when used as a 
business getting argument. 

The three logical departments of busi- 
ness are administrative, manufacturing, 
selling, and the selling cost must in real- 
ity be a necessary cost of producing not 
filling orders, in order to be proper sales 
cost. An order is the completed prod- 
uct of the sales department; thereafter, 
the cost (with only such apparent ex- 
ceptions as in reality conform to the 
principle) are properly upon production 
and administration. 

Consequently bad debts, damage and 
breakage, etc., are not charges upon the 
sales department. 

Under the convenient title of “miscel- 
laneous money” items are charged to 
sales or advertising which have no real 
place there. It is a common tendency 
on the part of administrative officers to 
endeavor to load 


sundry items upon 
these two general heads which cannot 
by any real logic be justified. This is 


an injustice to the sales department. 


Sales Cost and Fixity of Demand 


It should be understood that selling 
cost differs from any other kind of cost, 


in yiew of the fact that it deals with 
many somewhat intangible elements. 
Unlike manufacturing costs, they can- 
not be estimated always on a _ purely 
physical and material basis; they can- 
not be computed so accurately and 
within so small an area. Sales cost 
factors and the conditions that affect 


them reach all over the world, and are 


based on human and 


nature economic 
and psychological conditions. 
Sales costs, when examined and con- 


trasted in one line with another, or one 
firm with another every item of 
difference in the character and policy of 
the house, the range 
which 
which 


show 


of the territory in 
sold, the method by 
goods. are sold; while even the 
quality of the goods themselves all 
affect the selling cost immediately. 
Prominent in the selling cost is the 
element of fixity of demand. A staple 
article naturally has the lowest selling 
cost, whereas a new and unknown type 
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goods are 


chapter from Mr. Frederick's 
It is the fourth of a series of similar condensations. 


of article has a very high selling cost, 
due to the great amount of inertia and 
indifference which must be overcome in 
order to make a sale. The ratio of this 
indifference and inertia is the true ratio 
of selling cost, because all other differ- 
ences are, after all, minor differences, 
in comparison with this. 

When typewriters were first put on 
the market the gelling cost was some- 
thing like 60% of the sales price and 
something like 450% of the manufac- 
turing cost. In fact, this ratio has not 
decreased very greatly in the last 20 
years, for the simple reason that the 
large service organization required of the 
typewriter companies is still very ex- 
pensive. This very high selling expense, 
as illustrated in this field of typewriters, 
was due to the fact that people were 
very unwilling to give up writing their 
letters at first and use typewriters. 

As extremely contrasted at the other 
end of the scale we have sugar, which 
everybody uses, and which requires no 
selling effort, and is in fact chemically 
identical with any other brand by any 
other manufacturer, the selling cost on 
this article naturally is scarcely 1%. 

The Cost of Aggressive Selling 

We have here then illustrated the two 
extremes, one of the specialty and the 
other a staple, showing between what 
points and extremes selling cost ranges. 
However, when you examine all other 
articles very minutely, you will find great 
differences, even among staples. As a 
matter of fact the sharp division between 
staples and specialties is rapidly vanish- 
ing, because staple 
fast adopting the aggressive 
methods of the specialty manufacturers 
in their sales efforts; and the specialty 
manufacturers are constantly tending to 
work toward staple. For 
instance, safety razors used to be very 
much a specialty; they are now regarded 
as more or less of a staple. Their sell- 
ing cost is naturally, therefore, gradually 
reducing. This thing applies to 
any article which the public gradually 
becomes used to, and which 
part of the life of the public. 
used to be a pure luxury; 
regarded as a necessity. 


manufacturers are 
more 


becoming a 


Same 


becomes 
Bath-tubs 
they are now 
Linen collars 
were regarded as a pure luxury for only 
special classes of people; today, even 
collars. 

The difference is marked between the 
cost of aggressive selling of any article, 
whether staple or specialty, and the cost 


the mechanics wear linen 


of more dormant type of selling, which 
greatly affects selling cost. In other 
words, two firms selling a staple article 
may have a widely different selling cost, 
for the simple reason that one of these 
is making its effort of 


concerns sales 
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earn 3 or 4 million, but, more important 
still, is out to dominate his field, reach 
into every corner of the market and es- 
tablish himself there securely. He real- 
the value of seizing the 
reins of leadership from the slack hands 


izes strategic 


volume. In 


fact, volume 


universally and exclusive 
without also seeing that th: 
plications of large volum: 


in annulling the proper 


decreased cost. As 


that staple more of a specialty, whereas of Competitor A, so that in the shortest organization becomes more heult, and 
the other concern treats its article as a space of time he may have a masterful it requires relatively 1 uins tha 
pure staple, and relies upon its past his- grip on the field. small volume if the e f vol 
tory, its general good-will, and is satis- This is illustrated by the men’s cloth- ume are to be reaped i rganiza 
fied with a very nominal rate of growth. ing field where the new firm of Hart, tion and large volu it e and 
he selling cost of the more aggressive Schaffner and Marx wrested the long-held more opportunities for lea = 
firm may be, let us say, 12%, whereas leadership away from Stein-Bloch Co. and inefhciency. 
the selling cost of the less aggressive and now enjoys a volume of about 20 Selling cost must s t 
7. av ha > ’ ; m 

house may be 9 per relatic esired vol 
cent. On the face of a ; = = ime. ft] 14 

\ A / = WN . > Hs “|avr7r0 we — ons 
hinge a ma cen, | WAN, SMES DANAEIALS (HE, VUILGS i=l got he 

e j 1 = —_—\ 7 
therefore, that the old vil & 4 WAN J oe leo eS ees oe 
house had the better of | me SALES MANAGER ~ | (wei, HERES THe ‘———a— Se PAGES ABpour before it as 

apa > ae « | ee INES biota FLV NM is < who H Y tk ? ‘ , 
the argument, but as a | at 830 A.M. FEELING VAIL. LET'S SEE WHAT H— cAReEs| erly anal ind 
c ° FINE AND CHIPPER! THE BOYS HAVE DONE Ole 4 
matter of fact the a © CHIPPE AGouT THE tell t], 1 
: | ‘ \ WEATHER ' Cills ty i. \ 
speed of business de- y — t lece sell ‘ 

o . ss 5 
velopment and the Tn : judg elati 
ready response which —l t ye. ise ——i thes o ¢ B 
can be secured nowa- eye a 3 mea sless to aay <és 
days through aggres- Gr ft, . Pint 7 
sive selling effort ¥ « es Oo! é 
makes this untrue. ——— . =| is ' 

faa : _ az, J — 

It does not so much TWO PAGES ABOUT SURE! WE) EIGHT PAGES FRoM| 2 HERES ANOTHEk wi : val 

matter what the per- ORDERS JONES OUGHT TO( A SALESMAN WHO | @& & © LetTER ABouTA sidere oO 
1 POoMISES EXPECTS To GET , MAKE HIM \ WANTS To IMPROVE 2, j BiG CONVEN TiON ata 6 

centage rate of selling || wont pay / OUR SPECIAL) THE LINE az" IN TOWN AND CAN'T se! g 7 
, : oe E | THe “RENT! \ BUSINESS ea CALL ON THe TRADE 
expense 1S, SO much as malt \ counset- | Lt fe TR h ‘ - ; 
it matters what the cy ao ; mis “s 7 
volume is, and the rap- | plans a ' ‘ 
idity of growth of vol- field . 
ume. In other words, 
it may pay big profits The Vital Matter of 
to have a 12 per cent | General Costs 
selling cost until a | \ltl h the res; 

' | AT 10 A.M. THE DIRECTOR'S MEET AND ALL ich g ; 
large volume of busi- | THE SALES MANAGER HAS To REPORT 15 A bility is on tl 
ness is secured. It fig- | BIG FLOCK OF ALIBIS gener strati 
ures out something 4 aa ee 

‘ Se |} JUST IMAGINE 
like this: he Feeiuieal 5 

Competitor A. has a | sales : a 
volume of $1,000,000 wide! ott 
per year, at a sales | | < sien 

- ’ 
cost of $90,000 or 5 per | a - S 
cent. Competitor B a : Q ¢ 
has a volume of $500, Seve 
000, ana a sales ex ci , 
pense of 12 per cent. oy cor ess 
Naturally it is B’s aim |p=7 sting tl 
to secure more sales, g : 
as it will automatically reduce his sell- million to Stein-Bloch’s 4% and at a prices set as a result. O e ute 
ing cost more to the level of Competi- selling cost of 24%% as contrasted to cost systems incorrect [ aré 
tor A. In fact, Competitor B could, 114 or 5 by Stein-Bloch. adopted, resulting in icing ces 
without any hardship, have also a sell- ' : goods so high as t s impos 
: zo P; Volume in Relation to Sales Cost 1 Much difficul 
ing cost of 9 per cent if he chose to grow sible Miuch difthicu rol 


at no greater speed than Competitor A, 
(who has been in business 20 years with 
an average annual growth of 5%). 

But Competitor B is not content to 
limit He to anni- 
hilate time, not only because he is only 
7 years old, but because he to 
make a greater amount of profit within 
a shorter of than 
petitor A. Competitor A wishes to earn 


only $2,000,000 net in the next ten y« 


his growth. wishes 


wishes 
com- 


period years 


ars, 
while Compctitor B wishes not only 


to 


The principle is exactly like the prin- 
It may 
to start 


ciple of moving a railway train. 


take a greater amount of steam 


a larger train of cars than a smaller 
train, but once started it actually takes 
less steam to keep it going on a level 


stretch because of momentum. A large 


volume may cost higher in sales cost to 


secure but when secured costs much less 

to maintain than a smaller volume. 
Modern American manufacturers have, 

therefore fully realized the value of 
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A Bankers’ View of the Trade 
Outlook With Mexico 


By R. J. McK ay 


Vice-President Fort Dearborn National Bank, Chicago; Chairman 
of the Mississippi Valley Association’s Trade Mission to Mexico. 


In response to a formal invitation from President Carranza of Mexico, 


4] 


the Mississippi Valley Association, an organization of middle western and 
K , g 


southern business men, sent a mission of thirty-four executives, representing 
eight states, to Mexico. For seven days they were the guests of the Mexican 


GO 


‘ernment, and were given every opportunity to observe conditions. In the 


following article Mr. McKay, chairman of the mission, tells of his observations. 


After looking back over the brief time 
we spent in Mexico, and the study that 
has been given to the subject since then, 
[ am firmly convinced that this is the 
time when the American manufacturer 
and merchant must go after 
trade. The Mexican trade, I believe, is 
estimated at $250,000,000 a year, two- 
thirds of which prior to the close of the 
war came to us, but we must now expect 
sharper and keener from 
Europe. I firmly what 
Mexico particularly our 
moral support and cooperation 
social and industrial lines, and 
that they would welcome any move on 
our part to build up a closer relation- 
hip, and in order to get the benefits that 
will from the reconstruction of 
that country, we must 
to keep close to the people. 


What McKay Saw 


When one has had time to study the 
iife of the administration of 
Mexico, to hardships which 
they endured from the very beginning, 
with n credit to finance their 
pay for everything with 
paper money that they printed and issued 
as needed, which that 
veen redeemed on, I believe, 


Mexican 


competition 
believe that 
needs now is 
close 


along 


come 


use every means 


present 


know the 


») money or 
revolution, to 
since time has 
a fair basis 
at the time 
when one sees that this has been 
that there 


compared to the value of it 
issued; 


ne, and have welded 


17,000,000 people who have been 


been 
wild for three or four years of 
them out of this 
into what appeared 
part of Mexico that we 
well-settled orderly 
then must ad- 
to credit to the 
rs and reformers of 
which 


bringing 
iotic condition 
us 1 the 
sited, aS a and 
affairs, you 
much 
Mexico. 

was rewritten 
months 
interest of the 
le, is most liberal to the 


constitution, 
tablished 


s lely in the 


ago, is 
Mexican 
Indian in 
) education, of lands, 
‘Ip to establish men and families in 
id living 


several 


rree 


conditions. 
but 
constitution is 
benefit of the 
the opportunity is of- 


is idealistic in its make-up, 
nendabl While this 


argely for the 


com- 


fered for foreign investment in Mexico 
on equal rights with the Mexican only 
with the understanding that the _ for- 
eigner will come in under these condi- 
tions. There is nothing in this new con- 
stitution that is retroactive, that could 
affect foreign investment and conditions 
in Mexico prior to its adoption. 

has been a tre- 
rejuvenation of 
the Mexican republic. He went in with 
the idea that Mexico should be for the 
Mexicans, and he is working out many 
reforms for the poorer class of people 
and for a more liberal education among 
the peons. He, of course, has been be- 
set on all sides with bandits and hazards 
pretty 
mies. 


Carranza 
force in the 


President 
mendous 


close to home by personal ene- 
ut with the knowledge that he 
had only one term to serve he has set 
a definite goal to reach in that time, and 
is making an honest effort toward the 
adjustment of Mexico’s financial obliga- 
tions. 


Financial Condition Steadily Improving 


The first thing, of course, that Mexico 
needs for general development along all 
lines is refinancing, so that the govern- 
ment can go ahead with their plans for 
the rebuilding of the railways, furnish- 
ing power and equipment which is so 
badly needed to help out in the devel- 
opment of industry throughout the re- 
public. Just what their aggregate obli- 
amount to it is impossible to 
say with any certainty. There is, how- 
ever, a total of about $800,000,000 in their 


gations 


direct external and internal debt, guar- 
anteed debts of railroads, cities, states, 
etc., and a further obligation of about 


$500,000,000 for money appropriated by 
the Carranza government from the va- 
rious national banks which were in exist- 
and, consid- 
ering Mexico’s wealth and opportunities 
and its long record of meeting all finan- 
cial obligations, it is a matter that should 
easily be adjusted when they are ready 
to give a safe guarantee to the lender. 


ence about four years ago, 


In spite of their financial condition 
and the fact that there have been prac- 
tically no banks for four years, the com- 


mercial conditions in the cities appear 
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good, and merchants and manufacturers, 
generally speaking, are in a sound finan- 


cial position. German merchants, who 
have controlled the hardware business 
in Mexico for years and have been 


strong in other lines, have until recently 
been practically out of business, due to 
the fact that their stocks were long ago 
depleted, and the enemy trading act pro- 
hibited their getting supplies from the 
Allied nations. What their conditions 
are now, or will be in the near future, 
depends a good deal upon how earnestly 
our business interests in the states go 
after this particular line of trade, for 
there is no feeling on the part of the 
Mexican merchants against doing busi- 
ness with manufacturers and jobbers in 
the United States. It is all a question 
of price, delivery and general terms. 
Payment by Outside Credits 

The country, of course, has been for 
some time on the metallic basis, there 
being no value to speak of to the cur- 
tency that has been issued, and which 
is fast being called in and destroyed, 
and until the government sole bank of 
issue comes into existence no more pa- 
per money will be issued. So the mer- 
chants are paying for their purchases by 
credits established out of Mexico, and 
on a gold and silver basis, and seem to 
have ample means to take care of their 
needs. The absence of national banks, 
of course, works a hardship to the com- 
mercial interests, but nothing can be 
done toward their reopening until the 
banking laws are satisfactorily adjusted. 
The proposed banking act which goes 
before their congress this month is 
drawn in such a manner that it is doubt- 
ful whether any foreign banks will at- 
tempt to resume business in the repub- 
lic, 1f adopted. , 

The agricultural wealth and possibili- 
ties of Mexico are wonderful. Out of a 
total miles, it is esti- 
mated that 500,000 square miles are till- 
able, and that every known crop in the 
civilized world can be raised, especially 
in the southern part of Mexico, where 
the season is the same the year round. 
It is estimated that the revaluation of 
all lands in Mexieo would amount to 
$20,000,000,000, so it is easy to see 
what an income the government could 
derive from a small percentage of land 
taxation. 

In connection with Mr. McKay’s find- 
ings, the following excerpt from the re- 
port of the Committee of Wholesalers 
and Manufacturers sent to Mexico may 
be of interest: 

“To determine whether the product to 
be sold is in demand as a necessity, or 
may be introduced as a luxury, is the 
hrst step. 


of 777,000 square 


very 


This, and the previous suc- 
cessful experience of the seller, will aid 
largely in finding the best means to place 
the commodity on the market. It is 
highly necessary, however, in the minds 
of the committee, that the idea of per- 
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= Ss 
manent trade relations between buyer pet cash basis is the simplest and most earnings of $400,000 the 
and seller should be the basis of export convenient method, in general, of hand- year. Prior to the war its ea Ss we 
sales. To this end, we believe that, ling export business. as high as $800,000 on tl S nit 
where possible, exporting houses should With government s 
open their own offices in the territory to ” igs the company hopes to net $ 10.001 
be sold, operate them with their own h r ‘h >}. " year. which with its < a 
employes, and become an integral part Jo n R. [ ompson I ans 42,000,000 and the Capital 
of the country. That the representatives Cl} at S S r > raised will make it . 9 
in the territory should “ab and speak 1aln tore ystem dia new field 
the language, understand and observe Fear of the menace of chain stores 
in the largest possible degree the cus has been accelerated by the news that : 
toms of the people seems an elemental John R. Thompson Company, operating a 
fact. In this way the agent and his prin- a chain of self-serve restaurants, in- Toe : 
cipal identify themselves with the coun tends to establish a chain of grocery 4fticle in  atead June 
try to the utmost advantage. In addi- stores operated on a cash and carry sys hard, ‘Things | Hav 
tion, there should be a close study of the tem. Five hundred thousand dollars ad Selling Goods.’ It 1s 
import tariffs, packing and shipping, and ditional capital has been voted by the valuable articles of t 
development possibilities of the market directors to conduct an experimental have ever read.”—Wins D 
through the best kind of advertising. chain locally in Chicago. The company ager, Domestic Electric ( 
Credit Terms and Discounts has a capital of $6,500,000 and showed York 

Some United States firms have ex 
tended open credit to a number of Mex 
ican concerns throughout the revolu 
tionary period with most satisfactory P 
results. In view of what has heretofore EK h t R t O 
been stated, the conclusion reached is Xx aus ive epor nh 
that in numerous cases open credits for P ? 
a reasonable time are safe; and _ that D ] Stim ] t10 Method 
what may be called bankers’ confirmed ea er u a Nn S 
credits may be used freely. This ar 
rangement is one wherein the seller or ; 
the buyer advises the Mexican bankers How to get more selling action.out ot dealers: how 


with whom he does business of the sale 
to be made and the amount involved. 
lor example, merchant Brown in Chi 


cago is not disposed to sell except for 


payment in the United States. On the 
other hand the buyer wants ninety days 
from the date of shipment at New Or- 
leans, or any border point. Upon ar 
rangements by the purchaser with the 
Mexican bank a _ confirmed’ banker’s 
credit will be opened at Chicago with 
advice to accept Brown’s draft drawn 
on them at ninety days’ sight, with docu- 


ments attached, covering shipment from 


Chicago to destination for account of 
the buyer. 

“When the Chicago bank correspond 
ent authorization the 


Mexican bank to open the credit, Brown 


receives from 


is immediately advised. His draft will 
then be accepted up to the amount in 
volved, the buyer, of course, placing a 
time limit within which the order may 
be filled. Brown does not receive cash 
on presentation of documents, but he 
receives paper easily negotiated, the ac 
cepting bank discounting it for him im 
mediately if he desires at the rate of six 
per cent per annum, or the prevailing 


rate, for the time of credit, and without 


recourse Otherwise the accepting 
bank will pay his bill at the end of 
ninety days; but, in either case there is 
no chance for loss. 


“The question of cash discounts is one 
to be decided by experience, what com- 
and 
be- 


petitors in the same line doing, 
what collateral service are 
ing made. The quoting of prices on a 


are 
charges 


| sistance from dealers. 
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It’s a Good As nearly as we can figure there 
Time to Start are 50,000 sales organizations 
Something worthy of the name in this coun- 
try and Canada. The number is 
made up of manufacturers, jobbers, financial houses, 
insurance companies, advertising concerns, publishers 
and a few other groups. We doubt very much, and 
we are in a favorable position to know, if, out of that 
total, there are really 15,000 who are yet awake to the 
fact that they are operating in a new era of sales ac- 
tivities. The other 35,000 are still living in the past! 
This number is composed largely of jobbers who still 
insist that their business is different, and who refuse 
to have anything to do with “new fangled” ideas. 
We will grant these dissenters that many of the 
new ideas which they oppose would not fit their case. 
But we maintain, and can prove, that the fundamentals 
of the same “new fangled” ideas that are making such 
institutions as the National Cash Register Company, 
Swift & Company, Sherwin-Williams Co., and the 
others possible can be successfully adapted to their 
business. If there are those who doubt this assertion 
let them look at what Marshall Field & Company has 
done to “the customs of the jobbing business” since 
Mr. Mann was made manager. Mann is a product of 
the specialty school; he has the specialty viewpoint, 
which is simply another way of saying that he recog- 
nizes the sales end of a business to be a most impor- 
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tant end of it, and that volume of sales depends upon 
the organization, compensation, training and manage- 
ment of the sales force. When Mann started to put 
his specialty ideas into operation as an assistant to one 
of the old Field executives, nobody took him seriously. 
The old-timers shook their heads and said it “couldn’t 
be done in the jobbing business.” But even as they 
spoke Mann was busy doing the thing that couldn’t be 
done, and it wasn’t long before they made him general 
manager. Now the couldn’t-be-doners find it wise to 
withold their opinions, and do what they are told with- 
out comment. And they are being told plenty. 

The time is here when the selling end of the busi- 
ness must come into its own, and when a real organ- 
ization must be built up—a sales force who are go- 
getters in the full sense ot the word, and who are on 
their toes every waking hour. Over in England the 
other day an American sales manager discharged an 
entire sales organization at once because the mem- 
bers insisted that the house had nothing to say about 
“their” territory. It would be a mighty good thing for 
some American businesses if they had something of 
the same stuff in the management—men with the cour- 
age to see what is needed, and do the thing that ought 
to be done, for it’s a mighty good time to start some- 
thing. 


The Sales Manager When there is needed a man 


As a Big Business to put things over in a big way 
Organizer Wall Street usually picks a 


sales manager. This time op- 
portunity has knocked on the door of John A. Hawk- 
inson, vice-president in charge of sales for Wilson & 
Company, the Chicago packers. To him has been 
delegated the man’s sized job of welding eight inde- 
pendent packing houses into a $25,000,000 concern, with 
himself as president. It is the second time within the 
past few months that big business has chosen a sales 
manager to fill the presidential chair, the other in- 
stance being F. S. Cunningham, president of Butler 
Brothers. This favoritism of the men who pull the 
purse strings of capital is not surprising. On the con- 
trary, it is to be expected in these days when the sell- 
ing end of business is assuming major importance. 
Our only wonder is that Wall Street did not make 
this discovery many years ago. Sales managers are 
made to order for the bigger jobs of business. The 
very nature of their work makes them diplomats of a 
high order. Upon their shoulders rests the future 
growth of a business, a responsibility which gives them 
perspective and teaches them to think frontwards. 
They are graduates of a school that teaches how to 
judge human nature; they know men, their limita- 
tions and qualifications. They must be natural organ- 
izers or they would soon drop back into the ranks, 
and by the same token they must know how to get 
things done, and how to pick the men to do them. 
This after all, is the real test of a real executive. If 


(8 


(@ 


there is any other department in a business that offers 
such made-to-order big executive material we don’t 
know about it. 


A Tip to the 
Lima Bean 
Selling Agency 


“We are now circularizing the lead- 
ing women’s organizations, restau- 
rants, newspapers and magazines 
relative to the food value and the 
many delicious ways to cook lima beans. This campaign 
will have its effect in stimulating further activity at 
the retail stores. You will feel the movement very 
soon, and you will need lima beans.” ‘This is the stir- 
ring message which the Lima Bean Selling Agency, 
made up of a number of lima bean growers’ associa- 
tions, sends to the grocery trade through advertise- 
ments in the trade press. Can’t you picture the rush 
of grocers to load up with lima beans now that they 
know these women’s clubs and newspapers are being 
“circularized?” Yes, you can’t. It seems hard to be- 
lieve that any intelligent selling agency, especially an 
agency which is backed by ample capital, should stoop 
to such horse play to sell even beans. These press agent 
stunts went out of style long ago. If the bean people 
wish to create a permanent market for their product 
they should raise some real money, hire somebody who 
knows food merchandising conditions, and then use 
paid space to tell the story of lima beans to the poor 
devils who have to eat them. Consumer demand is 
not yet on sale at the bargain counter. 


Don’t Be a Asked if it was his intention to take 
Slave to Your a vacation this summer a certain sales 
Job manager replied: “I would like to, 


but | don’t see how I can get away. 
There isn’t anybody here who could do my work.” 
Yet he was at the head of a department numbering 
over 30 persons, with at least five capable of assuming 
the responsibilities of the sales manager’s job. We 
have a sneaking suspicion that the real reason this 
executive is not going to take a vacation is because he 
is afraid that somebody might find out how easily the 
company can get along without him. As a general 
rule the executives who allow themselves to be hog 
tied to their desks with a maize of detail, who have 
no time to read, no time to go to meetings of other 
sales managers, no time to take vacations, soon de- 
teriorate into mere figure heads and hold their jobs 
by virtue of the fact that the management has not yet 
found out how little they are contributing to the 
growth of the business. There are some sales man- 
agers who can’t seem to realize that the only men in 
business who achieve big things are those who so 
organize their work that they have time to THINK: 
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Elsewhere in this issue is an account 
of how the Marr Grocery Company 
of Denver materially increased sales 
by a few radical changes in sales 
and by supplementing the salesman’s per- 
We’ fear 
jump to the con- 
article by our 


Making Catalog 
and Salesmen 
Pull Together 


policy, 
sonal calls with a weekly price bulletin. 
that some of our readers will 
clusion, after reading this 
correspondent, that catalogue and salesman pull 
well together in double harness, and that both 
should be used for best results. This is not always 


Denver 


the case, however, especially where the success of 
the business has been built on catalogue selling 
Under such circumstances a safe rule to follow is do 
not put out salesmen unless they are made incidental 
to the catalogue We offer this bit of advice out of 
the experience of one of the most successful mail order 
merchandising men in the country, a man who has 
spent many years trying to work out this problem, 
and whose conclusion represents an outlay of a good 
many thousands of dollars. A business built on cata- 
logue salesmanship has a greater good will value than 
a business built on personal salesmanship, because 
ordering from a catalogue involves a certain mental 
and physical exertion. It costs real money to educate 
customers to buy from your catalogue, and this out- 
lay is in fact a good will investment. Once you have 
educated a customer you can get his business quite 
inexpensively. But you will soon rob yourself of this 
asset if you spoil his buying habits by sending sales- 
men to sell him the things he has learned to buy. 


x * s 
The Popular 


Game of Jumping 
to Conclusions 


A famous war correspondent, just 
returned from France, explains 
that a man’s conception of war ts 
made up of a series of disjointed 
incidents that have impressed themselves on his mind. 
Two men, for example, engaged in the same action 
may get entirely different conceptions of what hap- 
pened. He has known men to see a whole company 
killed off by machine gun fire without realizing the 
horror, yet the sight of a single soldier clutching at 
his throat from a gas attack will put the horror of war 
into a man’s very bones. It is a peculiar psychological 
condition. We are all prone to generalize. A cus- 
tomer complains to your salesman, and the salesman 
writes back that “all the customers are complaining.” 
You hire a blond salesman who proves a failure, and 
you jump to the conclusion that blond men are poor 
salesmen. You find a salesman who throws bulletins 
away without reading them and you say: 
men are too busy to read.” Everybody does’ it—it's 
human nature. But it is the sort of human nature that 
we must battle against. 
drinks more than is good for him, is no reason why 
the whole town should be forced to take the cure. 


“Our sales- 


Because one man in town 
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Policies That Jumped Sales 700% 
in Five Years 


Here is the story of a business that took Old Man Precedent by the scuff 
of the neck and threw him, bag and baggage, out of the window. Of course, 
everybody said it was a terrible mistake, that it couldn’t be done and so forth, 
but the same competitors who did the laughing are now jostling each other 
in their efforts to get into the band wagon, It is a lively story of sales 


accomplishment that you will enjoy. 


Opposite the Union Depot in Denver 
is a four-story building housing the H. 
A. Marr Grocery Company. Compared 
with the giant establishments of larger 
cities there is nothing about the size of 
the Marr institution which singles it out 
for attention. But there is scdrcely a 
jol 
not talking about the Marr plan and 
wondering “how they do it.” In less 
than two years Marr has taken a busi- 
ness that was at a standstill, and by the 


yber west of the Mississippi who is 


injection of revolutionary sales ideas, 
jumped the business over a million dol- 
lars. 

Back in the old days the Marr-Hat- 
field Grocery Company, as it was then 
known, occupied unpretentious quarters 
on Wazee Street. It did business on 


the orthodox principle that selling was 
the art of getting all the traffic would 
bear. Salesmen were given a ‘‘bottom” 
price, and no questions were asked pro- 
sales averaged up to that 


price. li they shaded the price occa- 


vided their 


sionally, it was all right with the house, 
provided the difference was tacked on to 


some other sale. 
Features Advertised Brands 


Mr. Marr, however, is not one of 
those business men who believe that 
just because everybody else does a thing 


a certain way is any reason why he 
should do so. He couldn’t quite figure 
out the sense of having a price list 
that wasn’t a price list. The idea of 


secret rebates, and all the other subter- 


schemes in use were 


repellant to him, and he decided to run 
the gauntlet of certain manufacturers’ 
displeasure and substitute progress for 
precedent \ccordingly, on September 
ist, 1917, the Marr management came 


an announcement that on and 
after that date their prices would be 
d on cost plus a reasonable percent 
ige of profit, regardless of the dictates 
anufacturers, and that these prices 
ould be positively the only prices for 
h the goods could be purchased re- 
irdless of any other consideration. 
But that was not all. For years it 
been the custom of the grocery job- 
feature his own private brand 


erchandis« In this way he hoped to 
ol repeat business. Mr. Marr be- 
ed that it was short-sighted merchan 


dising to load’ up his customers with 
unknown hard-to-resell brands, however 
meritorious they might be. He believed 
that a merchant’s success was his suc- 
cess, and he knew that the real profit 
to either retailer or wholesaler came out 
of turn-overs, and not left-overs. If he 
could encourage his customers to put in 
quick turning merchandise, even if he 
had to sacrifice a long profit on private 
branded stuff, he automatically quick- 
ened his own turn-over. 

So the Marr catalogue was completely 
revised. All the slow movers and trick 
profit articles were thrown out. “From 
now on,’ the management explained, 
“it is our intention to concentrate on 
those food products with which you are 
familiar; well advertised and of known 
quality, in order that you may have as 
little trouble as possible in selling your 
customers and establishing a_ repeat 
business for yourself. Concentrating on 
manufacturer’s and packer’s brands en- 
tirely means goods of absolute’ uni- 
formity and not of doubtful age or 
origin.” 

Selling Costs Cut in Half 


At first the Marr idea made slow head 


way. Even in the West the buying 
habits of a trade cannot be thanged over- 
night. There were some merchants 


who thought it was just advertising talk. 
Inside of five months, however, the busi 
ness increased 170 per cent, and the new 
policy was adjudged a success. Mer- 
chants bégan to realize that they could 
buy to better advantage from the cata- 
logue, that there was only one price, 
and the result was a steady increase in 
the percentage of mail orders. This 
meant two things: Lower selling costs 
and a greater assurance of repeat busi 
ness. Under the old plan of making the 
catalogue incidental to the salesman, and 
giving the salesman the right to juggle 
prices, the average cost of selling a $100 
bill of groceries was from $3 to $6 for 
the salesman alone, depending upon the 
condition in the particular territory. The 
new plan cut these selling costs prac- 
tically in half, for while salesmen are 
still traveling they do not call nearly 
so often, as the dealers can buy to 
equal advantage by mail. 

A further refinement in the sales 
policy, and one which still further de- 
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creased selling costs, was to do away 
with long time credits making the terms 
net cash within ten days. Customers 
are also required to take away them- 
selves all orders amounting to less than 
$20. To solve the problem of fluctuat- 
ing prices all quotations in price list 
and circulars are guaranteed for one 
week, and in case of a decline customer 
is given the benefit of lowest prices. 
A statement to this effect is printed in a 
conspicuous place on the price list. An- 
other plan used to stimulate buying from 
the price list was interspersing market 
information of a news character with 
the regular listings. 
Salesmen Approve New Policy 

When these radically different policies 
were first put into effect some fear was 
felt as to the reception they would meet 
from the salesmen. Wholesale grocery 
salesmen as a rule do not take kindly to 
any policy which makes them play 
second fiddle to a _ price list. They 
want to be the arbiter of prices them- 
selves. But the Marr salesmen soon 
came to see that what helped the busi- 
ness as a whole helped them. Today 
they are thoroughly in accord with the 
idea for supplementing their work with 
price bulletins and mail matter. It puts 
in a good word for them when they are 
elsewhere, and gets a lot of business that 
might otherwise go to some competitor’s 
salesman because of their inability to 
be in several places at one time 

Another innovation that forms a part 
of the new Marr policy is not permitting 
city salesmen to solicit business in per- 
son. City salesmen were withdrawn 
from the street at the time the new pol- 
icy went into effect, and now solicit 
every order they get by telephone. They 
are allowed one day a week to visit cer- 
tain sections of their territory simply to 
keep in touch with customers, but no 
orders solicited is the rule. That this 
idea is worthy of consideration by other 
jobbers, and even manufacturers, is evi- 
dent when it is known that the records 
in personal sales made by the men using 
telephones is two and a half times 
greater than when they used to solicit 
the business in person. 

“We have received many letters of 
commendation,” said Charles H. Collman. 
vice-president of the company to a repre 
sentative of SALES MANAGEMENT, “from 
merchants with whom we are doing busi 
ness, approving our stand and express- 
ing appreciation for the commercial in 
formation given them in our price bul- 
letins. We are rapidly becoming known 
throughout the territory as a distribut- 
ing jobber featuring well advertised and 
popular brands at rock bottom prices, 
and not as a proprietary label house. 
There is every indication that our growth 
will continue in the future even as ‘n 
the past.” 


(@ 
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To secure full confidential information regarding persons applying to you for positions 
we maintain offices in all the larger cities and a corps of 20,000 inspectors 
covering all towns and villages. 


When You Hire a New Employe 


You question him about his previous experience. You require references. You consult former employers. 
You may even require a bond—yet, with all these precautions there are frequent failures to uncover im- 
portant information about his record or environment. The facts you need most to know, are the ones 
least likely to come out in a personal interview or through references named by the applicant. Our system 
of inquiry through disinterested persons is the quickest and most satisfactory method of securing complete 
and dependable information. You cannot know too much about the people you employ. The big investment 
you make in taking on a new employe well warrants the small fee charged for our investigation and report. 


Our System of Employment Information Our Reports Will What Other Users of Our 
Reports Give You Reports Say 
You deal direct with our office nearest By careful and tactful inquiry among A candy manufacturer writes: “On 
you. Reports can be secured as quickly the personal and business acquaint- several occasions your reports have 
as you can hear from a reference. We ances of the applicant we find out prevented us from employing men 
serve leading concerns in all lines of for you whether applicant is a man wae superficially mane good pd le i 
heniness oll ever tie comies, Wa ane whose word can be relied upon; his — A truck concern: Highly 


satisfied with the results we have ob- 
tained from using reports.” A match 
manufacturer: “Reports are a_ good 


’ P reputation as to character and morals; 
especiall organized to secure full repu . : ; . ° 
F y S tle reputation of his family; his do- 


confidential reports on persons apply- . : : 
port L . pply mestic and financial status; a review 


. ; ; ates s ee ; ‘ S ’ investment and more than _self-pay- 
ein to "e si ee wherever of his business career; if he lives ing.” You will be equally well satis- 
—_ may be located. We secure this within his means; his present income; fied. For the small fee charged, you 
information without interviewing the his home surroundings and other sim- cannot afford NOT to investigate our 
applicant or divulging your name. ilar “inside” information. report methods. 


Let us send you without obligation 
further information regarding our employment report. You 
will be surprised how little it costs to back your own judgment 
in selecting employees with our fact-giving reports. They 
are saving other employers a great deal of time and money. 
They will do the same for you. 


Employment Report Department 


THE RETAIL CREDIT COMPANY, Atlanta, Ga. 


New York Chicago Boston Philadelphia Pittsburgh Detroit Cincinnati San Francisco Richmond Des Moines 
Birmingham Atlanta Oklahoma City Portland Dalias Los Angeles Denver Kansas City Memphis Minneapolis 


193 


Sales Management 


Lunch Table Sales Strategy 


By S. Roland Hall 


A sales manager of one of the most 
popular talking machines has a special 
assistant who is known as his “reader.” 
She is a middle-aged woman of good 
education and good business insight. 
She reads all the publications that might 
have articles of interest to a sales man- 
ager in the music trades. She spends 
time in the libraries, goes through all 
the new books of business, etc., and 
copies or marks for attention everything 
which she feels the busy sales manager 
ought to see. 

“Often,” this manager, 
“there is just one paragraph in a book 
which means anything to me, but that 
one paragraph may be worth the cost of 
the book and the time it took for my 
assistant to go through it.” 


sales 


Says 


The International Correspondence 
Schools, known to have one of the best 
organized sales and advertising depart- 
ments in the country and which employs 
about eight hundred salesmen, used to 
answer all inquiries as fully as if their 
salesman were not expected to call. In- 
deed, their plan was to give the inquirer 
so complete a canvass that if the sales- 
man of that territory neglected calling 
on the prospect or failed to get around 
for weeks, the inquirer would send in 
his subscription direct. No effort was 
made to link up to the salesman, though 
was promptly notified of 
and was required to report 


of course he 
the inquiry 
on it. 
\bout a year ago the company adopted 
plan. The opening letter to the 
nquirer, where he was in territory that 
was covered well by a live representa- 
made a letter and 
its motive and spirit was a preparation 
for the call of the representative. The 
inquirer was told that the representative 
would call and explain things in detail. 
The result was that instead of the repre 
sentative meeting a chilly reception as 
} under the old plan, the 


a new 


tive, Was one-page 


he often did 
inquirer was prepared to have him call. 
‘he management of the I. C. S. says that 
the new plan has been in use long enough 
for there to be no doubt of its superi- 


ver the old procedure. 


a paint concern was 
convinced that farmers did their 
that, therefore, the 
painter could be ignored as in 
plans. For years he 
nfluenced the Board of Directors to take 


\n executive ol 
and 


painting 


promotion 


ttitude \ minor official of the 
panv determined to get at the bot- 
tom of the matter and went on a trip 


through rural districts without letting it 
be known that he was connected with 
a paint concern. This man soon discov- 
ered what all those who have lived in 
the country know—that while the farmer 
may paint his barn or some other out- 
building, ordinarily if he has a fair dwell- 
ing, he has it painted by the country 
painter. To paint even a small house 
requires a much greater outfit of lad- 
ders, knives, brushes, etc., than anyone 
would imagine. But these are details 
often missed in offhand judgments. In- 
telligent research usually saves consider- 
able expense. 


“We find that in our business there is 
considerable risk in writing strong let- 
ters to individuals with big 
concerns,” says a keen sales correspond- 
ent. “It is all very well when your sales 
representative or other reliable 
person gives you the name of the man 


connected 


some 


you ought to write to, but if you just 
take a chance and write a strong letter 
to the superintendent and it happens 
that the engineer in that 
plant is the man who has authority to 
purchase the equipment 


production 
you describe, 
Mr. Production Man when he sees your 
letter is very likely to growl and say, 


‘What the h—— did he write Brown 
for? Don’t they think I am able to pass 
on what we need here?’ We are very 


careful to address all our letters to the 
corporation unless we are sure that we 
have the name of the man who ought 


’ 


to hear what we say. 


MEN WHO ARE DOING THINGS 
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“The Blank Company is using a lot 
of space in the Magazine. We 
should certainly be in there for eight 


or ten pages anyhow.” 

Thus did a certain advertising man- 
ager express himself at a conference, 
and it was about the sixth time he had 
advanced that very same argument. The 
sales manager, who happened to be about 
as good an advertising manager as he 
was a sales manager, went up in the air 
a bit. 

“For heaven’s sake, do we have to do 
everything that the Blank Company 
does? Haven’t we any brains to do 
things our own way? The Blank people 
make mistakes, don’t they? This may 
be one of them. Anyhow, why go into 
any medium or plan where they are 
already ieaders and where we will sim- 
ply help them along by playing second 
fiddle? Why not take some other course 
or plan in which we can lead?” 


A number of sales managers are fol- 
lowing the plan of having their salesmen 
use one small sheet in reporting on 
each prospect they visit. Then these 
reports can be filed in folders containing 
the prospects’ names arranged alpha- 
betically. Such a folder may be con- 
sulted at any time for a history of the 
calls. Of course this method applies 
only to cases where the prospects are 
of such type that repeated calls, for years 
maybe, are worth while. The system 
makes it unnecessary for extracts from 
the salesman’s daily reports to be trans- 
ferred to some record. 


“We have been following your pub- 
lication with interest and 
that it contains a great deal of 
information that other business publica- 
tions lack. We have, therefore, decided 
to send you our order herewith for 
twelve subscriptions to be sent to our 
different 


considerable 
realize 


Branch Managers, as per list 
attached, beginning with the June issue 
if you can supply them.”’—H. C. 
Managing Director, Office 
Mig. Co. 


Slemin, 
Specialty 


A clever man said: “Half the men in 
hold their ptaces through 
force of circumstances, and not because 
of any real reason why they should.” 
How many of us does that hit? 


the country 


“What a Salesman Should Know 
\bout Credits’ is the most complete, and 
yet most concise and interesting, credit 
text-book I have seen for salesmen. It 
will be very valuable to you if all your 
salesmen study it. * * * The credit de- 
partment is the most important depart- 
ment of the industry today.”—Bulletin 
of the Casket Manufacturers’ 
tion. 


Associa- 
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THE BADGER LOOSE-LEAF LINE 


Badgerized Catalogs Increase the 
Salesman’s Efficiency 


Badger Loose-Leaf Catalog Binders offer a system for 
greater sales efficiency. 

Badger Catalog Binders provide a means for easily and quickly 
changing sheets or sections in catalogs and price lists. A simple turn 
of the screw unlocks or locks it. When opened, it never balks or 
sticks; when locked, it grips sheets firmly. 

The Badgerized catalog is the modern sales manual. It awakens 
new interest and pride in the salesman—it gives assurance and 
confidence to the dealer. 


The ‘‘Perfection’’ Loose-Leaf Catalog Binder 


Made with handles for the salesmen, and without handles for the office 
It is without question the strongest, handsomest, and most practical loose-leaf 
catalog binder made. A patented binding post that locks and unlocks with the 
use of a coin, is one of its special features. Another feature is its metal reinforced 
binding — angle plates that interlock and preserve its trim appearance under the 
most severe usage. It is the ideal binder to use when the salesmen carry large 
extension catalogs. And the price is not much more than you pay for ordinary 
binders. 
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Loose-Leaf Price Books, Too- 


HAND BOOK 


We also make durable, efficient loose-leaf ring binders for sales manuals and price books. They are convenient, attractive and 
very practical. ; ; 
We manufacture a complete line of loose-leaf devices. The Heinn Company is the originator of the loose-leaf system of cataloging. 


Write us for suggestions and prices. 


‘THE HEINN CO. "et MILWAUKEE is 
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Five Ideas For Making Good 
Letters Better 


Every year the men who are really doing things in the way of raising 


the standards of business letters meet and exchange experiences. 


Each one 


brings to the meeting his best ideas, and receives in return the best ideas of 


several other letter fans. 


Here are a few gems picked up at the last meeting. 


if you want to “get in” on this year’s affair, write Hiram Rasley, of the Nor- 


ton Company, Worcester, Mass. 


I was on the road as sales manager of 
a little concern up in Michigan a good 
many years ago. I went over the terri- 
tory with a man who didn’t seem to be 
producing very well. We sold a line of 
perfumes. We went into a druggist’s 
one afternoon and this is what he said, 
handing the proprietor a bottle of per- 
fume, “I represent the So-and-So Chem 
ical Company and we have a nice line 


of perfumes and I think it will make 
you a good seller,’ or words to that 
effect. The druggist looked over his 
shelves whereon he had as many kinds 
of perfume as the grocery store has 
kinds of breakfast foods, and he de- 
cided that he was not interested in our 


particular perfume. 

In approaching the next place it 
seemed to me that we ought to try a 
point of contact, in other words, 
make our first sentence psychologically 
made this suggestion, 
“When you go into this man’s place of 
| hand him the bottle of 
and something like 


new 


correct, sO | 


yusiness, per- 


fume Say 


The granting of a small claim simply 
because it is small may start a troubie- 
some precedent. Keep on intimate foot- 
ing with your men on the road. They 
settle personally many situations similar 
to the ones settled by mail and can give 
interesting and instructive 
instances involving technical and me- 
chanical difficulties, which will enable 
you to handle future occurrences of the 
same kind without taking the time that 
your representative should be devoting 
to creative endeavor. 


accounts of 


W. P. Butler. 


There are four ways of making a let- 
ter clear: 

1. To begin the letter with 
thing that is familiar to the reader— 
something that he can easily take hold 
of in his mind. 

2. Each argument should be unfolded 
step by step in a logical way so that the 
reader will not be confused. 


3. The 


some- 


steps which we make in un- 


say, we can take long steps and high 
ones and make our letter short and to 
the point. If every writer of any kind 
of business letter would size up his 
reader and realize the reader’s position 
and mental limitations, there would be 
less misunderstanding and less cause 
for complaint and adjustment in the end. 
Harold C. Bodman. 


The head of a great publishing house 
told me of an experience which hap- 
pened many years ago. One day he re- 
ceived a letter from the head of a pub- 
lic school system in a prominent city, 
saying that this school desired to begin 
the study of a certain subject, on which 
my friend’s firm had prepared texts. 
The school was, however, without ap- 
propriations to buy texts for the class. 
Would the publisher supply sample 
texts? 

The sales manager wrote a letter of 
reply about two pages long—perhaps it 
was three pages—and he brought it in 
to my friend saying, “I think after they 
have read this letter they will see all 
the advantages of that text. Of course, 
1 am sending them the supply they 
want.” 

My friend told me that he read the 
letter, and then, before the eyes of the 
astonished sales manager, tore it in two. 

“Jack,” he said, “write them this let- 
ter: ‘We take pleasure in sending you 
by express, prepaid, twenty-five copies of 
Blank’s text, for use in your new class, 

as requested in your letter of 


this, “Here’s a perfume, Mr. 
Jones, which will make you 40 
per cent net profit, and if these 
sizes don’t sell, we will ex- 
them for sizes that 
will sell in your community.” 


Immediately we 


change 


developed a 


point of contact there which 
was right [It emphasized a 
cash profit to the man to 


whom we were talking. That 
was the kind of psychology 
that | brought back from that 
trip and ever since have been 
putting into my letters 
Robert C. Fay. 


should be 


Complaints 


Philadelphia 


Our Mr. 


will call on you about 


manufacturer in our line. 


Yours for business, 


PRATT FOOD COMPANY 


Chicago 


Encouraged by our success last season—THE BIG- 
GEST PRATT YEAR ON RECORD—we 
have made this season's special consumer campaign 
the strongest and most unusual ever undertaken by a 
It will unquestionably pay 
you to wait for our representative before placing your 
order for Stock and Poultry Regulators and Remedies. 


Toronto 


such a date. When you have 
progressed further with the 
experiment, we shall be glad 
to learn of your success. Yours 
very truly,’” 

“You said my friend, 
‘if I had written a long letter 
it would have looked over- 
anxious. They would have 
‘This is a piker concern. 
A big house dealing with big 
men would have handled the 
matter more simply.’” 

Edward Hall Gardner. 


” 
see, 


said: 


Shall we use men or women 
in writing to women? This is 


handled to the complete satis- 
the customer and 
with the fewest possible num- 
letters. 


faction of 
ber of If in doubt regarding the 
correct decision, after all facts have been 
it up to the customer. If 
stand is absolutely arbi 
situation has reached the 
correspondence cannot ef 


reviewed, put 
the 


customer's 


point where 


ect a satisfactory agreement, ask the 
resident representative to look into it. 
Endeavor to put yourself in the place 
of the person making the complaint. 


Put yourself in the place of your firm’s 
representative who makes the next call 
on the customer. Treat small and large 
claims according to the same principles. 


A Simple Yet Different Style of Advance Card That 


Paves the Way for the Salesman 


folding our ideas must not be too swift 
nor too great for the reader to compre- 
hend, and no steps must be left out. 

4. We must choose words with which 
our reader is familiar, or use figures of 
speech which will make 
perfectly clear. 

Carrying a reader along from idea to 
idea and from argument to argument is 
like walking up a flight of steps. If the 
reader’s not long enough to 
take big steps, we must make each step 
short. If the reader is familiar with 
everything we have in mind and wish to 


our meaning 


legs 


are 
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a very interesting question. In 
one instance a circular letter, 
addressed to women, signed by 
a man, pulled about 6 per cent. 
Almost the identical letter signed by a wo- 
man and sent to a different list pulled over 
12 per cent. When analyzed, there was 
nothing in the letter that should have 
accounted for a greater success, nothing 
in the circumstances under which it was 
mailed or the people it went to that 
should account for the difference. 
William Bethke. 


this your motto: ° “Sell all he 
just what he needs, and don’t 
leave any needs to be pointed out by 
your competitor.” 


Make 


needs, 


Sales Management 


Let Us Help Recruit Your Salesmen 


One of the largest jobbing houses in the United States is being 
compelled to make a change in its sales policy. A business running 
into several million dollars annually had been built up without sales- 
men. Now the firm finds it suddenly necessary to organize a sales 
force and place salesmen all over the country. 


An aluminum goods manufacturer has nearly completed a plan, 
launched two weeks after the signing of the armistice,j for adding 
twenty salesmen a month for a period of six months. 


These incidents are typical of present con- 
ditions. We are launching into a competitive 
era that calls for larger sales organizations 
and smaller sales territories. The call is for 
better salesmanship. 

Salesmen, trained and aggressive, are imme- 
diately available. 

If you need salesmen who are trained in the 
fundamentals of salesmanship, who know 
enough to know they don’t know it all; who 
are of the type that can readily be moulded 
into seeing and doing things your way—get in 
touch with us. 

Many of our members are men who have 
already proven their ability to sell goods. Pos- 
sibly some of them have had experience in 
selling your very product. 


Others are just starting out. 

But all of them are willing and anxious 1 
learn. 

We are seeking opportunities for members 
of our association with reliable firms. We 
recommend these men. You decide whethe 
or not to employ them. 

Our Employer’s Service Department is un- 
der the charge of Mr. W. A. Young, recently a 
Sales Executive of the Cudahy Packing Co 
pany. Mr. Young has a wide experience in va- 
rious lines, including Grocery Specialties, Mo 
tor Trucks, Machinery, and Clothing. If you 
have employment problems, he will be gi: 
discuss them with you. There is no charg 
obligation. 


Ask him about the N.S. T. A. plan. | If possible, 
state number of men and territories open. 
You may write us in _ strict confidence. 


National Salesmen’s Training Association 
Employer’s Service Department 
Suite 515-521 Monadnock Building, Chicago, Illinois 


Consistent Order Getter Trained Salesmen Best Promoted to Manager 


One of your members, Mr. Y—, “We are thoroughly convinced of Mr. M 


giving satisfaction in every tl N. S. T. A. contention that a proved to be t 
way. He grasped our proposition trained salesman is better than We have had to 
very readily and is giving us a ne who is merely experienced 1 tame d 
record equal to that of any of our “Wea in need of several men f a part of our 
older specialty salesmen. and would thank you to put us in Large Specialty M 
Nationally Known touch with some of your men 
Soap Manufacturer. bers.” 
1 Paint Manufactu 
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| Qe Dartnell Lin =| 


Send for This New 
Dartnell Catalogue 


NO OBLIGATION 


It will give you informa- 
tion concerning the many 
new reports on sales meth- 
ods and practice which we 
have recently issued; 
standard manuals which 
will help you in your work 
of developing salesmen; 
standard forms for 
department use; __ sales- 
man’s application blanks; 
our survey of sales man- 
agement practice, collec- 
tion of sales manager’s 
letters, etc., etc. The cat- 
alogue will be sent FREE 
to any sales executive. 


sales 


Get on Our Mailing List 


We are continually issuing an- 
nouncements ot 


new data com- 
piled by us of interest to sales 
managers, and other activities 


connected with the sales research 
work we are doing. Are you re- 
ceiving these announcements reg- 
ularly? If not, we will be glad to 
put you on the mailing list. No 
charge or obligation. Write for 
the catalogue and automatically 
get on our “Active” list. 


The Dartnell Corporation 


Publishers to Sales Managers 
223 West Jackson Boulevard, CHICAGO 


Sales Management 


When the Boss Used to Run the Sales 


By Jack W. Speare, 


in the Todd Weekly Salesman’s Bulletin 


Twenty years ago, “when father was 
a boy,” they didn’t need any Advertis- 
ing Manager, any more than they needed 
a Sales Manager, in the Check Pro- 
tector Biz. 

G. W. Todd wrote the advertising 
himself, and he never had any problems 
over his “prospect list” the way we have 
today—because he could turn to a bank 
directory, and the entire visible supply 
of prospects was right there, consisting 
of some 20,000-odd banks. The rest of 
the business world was No Man’s Land 
as far as buying Protectographs was 
concerned. 

When G. W. got up a new piece of 
advertising he didn’t send out for any 
specialists or long-haired artists to doll 
it up. He just fixed it up, plain but 
proper, and told the printer to rush it 
and not to put any gold leaf or diamond 
dust on it, as money was d—— tight. 

I have it straight from one of the 
old-time printers that G. W. was the 
gol-darndest Advertising Manager in 
Rochester when it came to getting what 
he wanted, and getting it p/d/q. It 
seems that the General would drop into 
the print shop with his “copy” written 
out on a piece of wrapping paper, to 
save expense, and he would 
say, “Bill, here is a piece that I want 
you to print for me to advertise the 
Protectograph, and don’t lose any time 
about it, and don’t put in those charges 
for ‘Imposition,’ or any of those fancy 
items you usually put in your bill. Just 
do.it as cheap as you can, and I know 
there will be plenty of ‘Imposition,’ as 
that is one thing you printers never 
seem to run out of.” 

Then G. W. would go back to his 
office and call up this printer and say, 
“Where in H is the proof of that 
circular?” 


needless 


And the printer man would squawk, 


“My Gawd. Mr. Todd, you just left 
the copy only ten minutes ago!” And 
right back would come the reply, 


“Well, that’s all right, get a move on 
you; I’ve got to go out for a few min- 
utes to see a man who ought to be sell- 
ing our machines, and be sure you have 
that proof here when I get back, or I'll 
come down there and bu’st up your old 
shebang.” 

Them was the happy days! 

G. W. and L. M., both, used to get 
down early in the morning to see if 
maybe there was an order in the mail. 
If there was, the Office Help knew that 
her job was good for anyway another 
week. Then The Firm would select a 
nice goose-neck Pro. and box it up with 
loving care and between them would 
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carry it over to the express office in 
their arms and deliver it to the agent 
with a silent prayer that the purchaser 


wouldn’t delay in sending back his 
check. 

(Later on, when the business grew 
into an Important Industrial Enter- 


prise, why of course they adopted more 
dignified methods, and Charlie Tiefel 
used to take the day’s shipment of ma- 
chines to the express office on his 
trusty six-cylinder Rambler bicycle.) 


Having thus despatched the urgent 
business of the day, G. W. dictated 
“Ginger Letters” to the Sales Force, 


telling him what a wonderful territory 
he had, and that if he couldn’t land 
that order from the Treasury in Wash- 
ington maybe he could close the First 
National in San Francisco, which was 
using an old pin-point punch and cer- 
tainly ought to put in modern improve- 
ments. 


If I Were a Salesman 
If I were a man with goods to sell 
And landed a chance my tale to tell 
To a man with power to buy, 
I never would talk about 
things ; 
Or give my views on warring kings 
While the precious minutes fly. 
With a funny varn I would not begin, 
But right from the jump I’d buckle in 
To tell of the goods I had; 
My competition I’d never knock 
But I’d boost the quality of my stock 
And get out my order pad. 


shows and 


I never would spend his time or mine 
In chatting of weather, bad or fine, 
Or arguing politics; 
I'd waste no talk on a tale of woe 
Or bring out a deck of cards to show 
A few of my clever tricks. 
The war’s results I would quite forget, 
And the tariff, too, and the nation’s debt, 
Though the times be out of joint, 
I'd start right in from the jump to dwell 
On the articles I was there to sell, 
And I'd talk right to the point. 


I’d pass up religion and lodges, too, 

And art and science and novels new, 
And the women that I had met. 

I’d stick right close to my little job 

And make no mention of Tyrus Cobb, 
Or friends in the upper set. 

I’d business do in a business way, 

And I think I’d find my scheme would 
pay. 
But still, if my goods be spurned, 

I’d travel on with this thought sublime, 

That I had been digging all the time 
And had left no stone unturned. 
—Edgar A. Guest in the Detroit Free 

Press. 
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Getting Your Proposition Across 
in Baltimore 


Pets 
uni 


Plant of Corkran, Hill & Company, Baltimore, one of the finest and most sanita packing plants in the world. This firn 
f the largest food campaigns ever conducted in Baltimore in The NEWS. Ar 
K's h an ~~ 


| OUR salesmen will find that Baltimore dealers give ear to the selling propositio: 
| backed by a campaign in The Baltimore NEWS. Many an uphill fight to enter 
this fertile territory has been smoothed into easy running by the promise of rapid 
turnover contained in the mere suggestion ““——and here is some of the advertisin 

that will appear very soon in The Baltimore NEWS.” 


Not only does the average storekeeper in Balti- daily paper in Baltimore to show a gain 1 
more insist that advertising, to sell goods for culation for the six months ending Marcel 
HIM, must be placed in local papers where ALL 1919, as compared with the same period 
of his trade may see it, but it’s dollars to dough- ago. The NEWS made the largest gai 
1 se < ve ym ONE ‘ T dh > ¥ ' -¢ oe n ' . , 11K 
7 he Il specity ONE pape Che Baltimore vertising of any Baltimore paper in April, 1919 
NEWS. ; ae 

as compared with the same month last y: 
The NEWS has the largest net paid circulation NEWS carries more display advertisn 


of any Baltimore daily paper. It was the only any other Baltimore paper. 


Ask for outline of our practical plan for quick distribution in Baltimore, 
with a memorandum of the purposes and advantages of your product 


THE BALTIMORE NEWS 


“Goes Home and STAYS Home” 


OVER 100,000 NET PAID—DAILY AND SUNDAY 


Dan A. CARROLL . . J. E. Lutz 
Eastern Representative h I ank I ). W ebb 

| Tribune Bldg. 

New York 


Western Representative 


Advertising Manager First yr sere Bank Bidg 
nicago, ii 
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Beginning with the August issue, 
Sales Management Magazine will 
devote a special department to the 
consideration of legal questions re- 
lating to 


' Trade Mark and 
Good Will Protection 


his department will be edited by 
a specialist on trade mark law—a 
man who is retained by many of the 


largest corporations as a_ special 
trade mark counsel, who for ten 
years has devoted himself to this 


branch of law, and who teaches this 
subject in several of the leading uni- 
versities. 


Questions of GENERAL INTER- 
EST connected with unfair competi- 
tion, design and label piracy, trade 
mark registration, the protection of 
good will, and other similar prob- 
lems may be sent to this department 
will be 
charge to the regular subscribers of 
The 
will be published in the 


and answered without 
Sales Management Magazine. 
answers 


earliest possible issue. 


This announcement is an invita- 
tion to you to use this new depart- 
ment. If there is some question 
about trade marks or good will pro- 
tection that is bothering you, and 
other readers of SALES MANAGE- 
MENT, put it up to the editor of 
this new department. 


Address Legal Department 


Sales Management Magazine 
223 West Jackson Boulevard 
CHICAGO 


Announcement . 


Sales Management 


Halving Territory Increased 
Yield Forty Per Cent 


With reference to the fine article 

R. Johnson in the June number on 
“How Salesman’s Territory 
Ought to Be?” 

We have cut territories practically in 
two, but we kept the old salesman happy 
by guaranteeing him the same earning 
capacity on his half of the territory that 
he the 

I have in mind one territory that so 
far this has 
sonal sales of 40 per cent over last year, 


by 


Large a 


made on whole. 


year shown a gain in per- 


the result of having two men on the ter- 
ritory. 
know, 


Before dividing a territory we 


of course, from the possibilities of it 
that cut in two it should produce as 
much business in two years from each 


half as the whole territory did originally. 

We urge a man to customer 
so as to get from him as large a propor- 
tion of his business as any house with a 
general line ever gets and then take up 
another customer and so on until he has 
enough to keep him busy. A man with 
a sufficient number of such accounts has 
a territory and anything beyond is pure 


win one 


waste ground.—J. W. HAmILton, SALES 
MANAGER, FincH, VAN Styck & McCon- 
VILLE. 


Farm Crop Estimated 
Fourteen Per Cent 


Over 1918 


1919 promises to be the most pros- 
perous year in history for the farmers 
of the United States. They will have 
several billion dollars more to spend 
than in any previous year, and those 


who sell to farmers will sell more than 
during any year in the past. 

The 1919 crops and the 1919 live stock 
production will be the largest in history. 
Prices 
of other crops are still soaring and will 
mostly be higher than the banner prices 
of 1918. A total value for 1919 farm 
crop. of $24,440,204,950 is estimated, 
1444% greater than the production 
1918, 26.%4% greater than 1917, 
the average for the 


A high price for wheat is fixed. 


ot 
631A% 


greater than past 


five years. 

On the other hand, prices of the things 
farmers buy will be lower than in 1918, 
leaving a still larger balance in favor of 
the farmer. 

During the four years of great 
prosperity, the farmer has paid off debts 
and bought lands, bought 
the most necessary machinery, improved 
and increased his live stock, built up his 
savings and investments, bought bonds. 


past 


mortgages, 


The most necessary things have largely 


been purchased and now comes the 


200 


richest year of all—the farmers this fall 
and winter will actually be hunting for 
desirable things to buy. 

All those now advertising to reach the 
farmer should put on more pressure; 
others should make energetic efforts to 
secure a share of this market, for therein 
they will find an outlet which will more 
than compensate for any decline in the 
cities. 

There is now an opportunity such as 
never existed, for advertised 
goods to secure a place on the shelves 
of the many thousands hardware 
dealers, grocers, drug clothing 
stores, garages, shops of all kinds in 
agricultural towns and villages. The 
farmer trade will dominate in towns of 
25,000 and under, and farmers will de- 
mand what they want. 

This prosperity of farmers is nation- 
wide, north, south, east and west—all 
classes of farmers will have their share 
of increasing riches. 1920 and the fol- 
lowing years will probably average well 
above the average of the past four years, 
and the purchasing power of the farmer 
will be greater on account of the ac- 
cumulated wealth from past years.— 
GUMPTION._____ 


e ° e 
Allen Complaint Dismissed 
(Continued from page 184) 
agent for the appliancés theretofore sold and dis- 
tributed by said Pyrene Manufacturing Company; 
that said manufacturer in entering into said con- 
tract with the respondent, Allen Sales Service, 
Inc., relied upon certain mis-statements, made by 
the respondent, William H. Yetman, to the effect, 
among other things, that the Pyrene Manufacturing 
Company was about to discontinue handling such 
articles, but upon learning the facts, as_ stated, 
the respondent, C. Louis Allen, returned said 
contract to the said manufacturer, and same was 
cancelled by mutual consent and a new contract 
was le by the terms of which the respondent, 


before 


of 


stores, 


made 
Allen Sales Service, Inc., became the selling agent 
for said manufacturer, for its said appliances ex- 
cept such as should be sold by it directly to the 
said Pyrenue Manufacturing Company, which con- 


tract is still in force. 
Paragraph Five: That after April 15, 1918, 
and prior to October 14, 1918, the respondent, 


William H. Yetman, then in charge of the office 
and business of the respondent, Allen Sales Serv- 
ice, offered and gave to officers of the armed 
forces of the United States and other persons 
concerned in the conduct of the war and who had 
to do with purchases of supplies for said armed 
forces, gratuities such as liquors, cigars, meals, 
theatre tickets and other presents as an inducement 
to influence such persons to purchase appliances 
from said Allen Sales Service, Inc. 
CONCLUSION 

That the methods of competition of the respond 
ent, William H. Yetman, set forth in the fore- 
going Findings as to the Facts are under the 
circumstances therein set forth, unfair methods of 
competition in interstate commerce in_ violation 
of the provisions of Section 5 of an Act of Con- 


gress approved September 26, 1914, entitled ‘‘An 
Act to create a Federal Trade Commission, to 
lefine its powers and duties, and for other pur- 
poses.’ 


A widely known phrase in relation to 
a celebrated brand of flour is: “Eventu- 
ally? why not now?” This is an ad- 
mirable attitude for every man to take 
with his prospects or with his custom- 
ers who do not buy in certain depart- 
ments, and I say this with full appre- 
ciation of the difference between selling 
one highly specialized and widely ad- 
vertised brand of goods and our lines. 


‘atin alia How Calumet Increases Sales 
Wea 191 Wea 1 Wea ' “Last year the little ‘Vest-Poket’ Record Book 
Rev ¥19 Rec ral Rec 921 ' . 7 a 
mt doubled the number of 100 point winner 
LTT Hy HUTT sales department. It is_ the "Ot 
Tri TTT TT Tritt modern salesman should have 
<. K. BELL, Gen’l Mer 
- Beat See SEARLS VOTES yo Bebing Pe wder Co. 
1918 Ree 1919 Ree. 1920 Ree — 
TT TITTTT mm Wai — Enthustastic intere st in quota figures art yout I 
Het = ith Hi — “ae the —_ ee = somal Vest Re B 
Litt it SSe508 CBRE s ee gives an accurate comparative ec t y i 
TT TT TT T Tritt Monthly and Yearly sales for a period ‘ 
ts pitti ++ 
Litt it | U J TT Neglect of quota figures has nt many sales n to the 
lines, but as a_ self-starting device the V« Poket Re 
Book has no equal. Serves as stant re nde task 
, “é ”? Promotes fast pace -ontests Reduces e! 
The Salesmen’s “Vest-Poket” Sales Record Book Se ee ee ee eee ae 
A few of the sales organizations ~dSoal of book, 3x6% nches. Copyrig l I 
using it: sound in leather On sale at al t 
upon receipt of price Pric single « s " 
United States Rubber Co. Browning, King & Co. a ae ur 100 
Western Electric Co. Nelson Baker & Co F ' 
Chas. E. Morris & Co. Wilmarth Show Case C Special quantity discounts Wr g 
E. W. Gillett Co. 1umber of salesmen. 
J * . . 
O. G. Williams Company, Publishers, 58-64 W. Randolph St., Chicago, U.S. A. 


The Sales Organization of Marshall Field & Company 


business. He was given a great deal of 
leeway, and no questions were asked so 
long as his department showed a pront. 
The tendency now inclines toward cen- 
tralization more than formerly, this con- 
dition being brought about by changing 
conditions in the jobbing field. Twenty 
years ago the credit department was the 
real business promotion end of the busi- 
ness. This was true, not only of Mar- 
shall Field & Company, but of all West- 
ern credit arrange 
it was possible to shut out many 
forms of competition which today must 
be reckoned with. 


jobbers. Through 


ments 


This was one reason 
why Eastern specialty concerns found it 
next to impossible to build up business 


in these territories. But today mer- 
chants are paying cash. They are less 
concerned with credit than with mer- 
chandise. It is not so difficult for East 


ern jobbers and specialty manufacturers, 
to take away business. Instead of being 
able to dictate to a merchant what he 
must buy, the merchants today often 
employ expert buyers who know what 
they want, and who usually get it—if not 
from one jobber, then from the manu 


facturer or some other wholesale house. 


Factory Activities 
This change of affairs has fostered bet- 
ter merchandise, and jobbers are pay- 
ing more attention to the merchandising 
end of the business than they used to. 
Marshall Field & Company’s answer has 
been to establish their 


own factories 
whenever conditions warranted. 
Not all of these factories, however, 


have been the success that is generally 
believed. Factory difficulties have given 
Field executives many a_ headache. 
Most of these difficulties, it is said by 


those who are on the inside, arose out 


(Continued from page 182) 


of the one-time policy of selecting fac- 
tory the organ- 
It was quite the thing to reward 
a successful with berth of 
this kind the salesman soon found 
that he His lack « 
practical knowledge too 
often proved his undoing. for ex- 
ample, nearly lost all of its business for 
1 


i 


managers from selling 
ization. 
salesman a 
But 


had 


MmManutacturing 


no sinecure. if 


One, 


a period of several years. But unlimitec 


financial backing pulled it through, and 
today it is one of the bulwarks of the 
business. The policy now is to lean 


more on outside assistance in factory 


enterprises. Mr. Simpson is a great b: 


lever in establishing factories whene 


ver 


possible and many of the Field factories 


can be traced to his sponsorship. Mz: 
Shedd is more conservative on this 
point In establishing these factories 
careful attention is paid to the labor 
conditions, and few of them are located 
in Chicago, as might be expected. The 
women’s ready-to-wear line factory, 
which the management is now said to be 
contemplating, for example, will prob- 
ably be established at Roanoke, Va. 
New Type of Executive 

The most significant tendency that is 
brought to light in studying the organ 
ization developments within this great 


business is beyond doubt the drift toward 
younger and bolder men for guiding the 
destinies the different departments. 
Che old line jobbing type of executive Is 
being supplanted with men who are not 
handicapped with “customs of the trade” 
and precedent. They are men who know 
how to think their own way out of a 
situation, and who have the courage to 
adapt ideas. To the careful ob- 
server plain that Marshall Field & 
wide awake to the fact 


Oo! 


new 
it 
Company 


1S 


are 


9 


— 
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that the jobbing business is entering 
a new era, and with iracteristi 
sight they intend to et t 
of things at the front door. 

If you will read the yeraphies ¢ 
successful men in the | ted States 
will find that the ijority ¢ then 
fact about 85 to 95 pe nt of the 
are men wh » ed 1¢ ted S¢ 
you were to line wy ¢ al 
men who had the advantage ££ 
education, or eve a high school « 
tion, and, e otner and, t 
vho did not have a cf leg e( 

a high school ¢ it 

hat the men the aj \ 
the men who did t | t a 
tages of education t t ed 
themselve Ss TI pr¢ es ) 
bility of selt-educati es it 

Practically all the succes 
this country today e 
of b £ conce s S ¢ i] \ 
men, are men wil really « t 
selves. Of course, there é 
vho have ad tl intages 
lege educatior the greate " ! 
les in the self-educate« e 


WANTED 


A young man to take charge of 
the sales department of one of the 
largest manufacturers of men’s 
fine shoes. A thorough grounding 
in modern merchandising practices 
and a record of accomplishment 
are essential. 

Write with details to 


Box A, Essex St. Station, 
Boston, Mass. 
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What Constitutes “Sales Costs” 


(Continued from page 187) 


Sometimes all competitors are equally spent a large part of their sales energy 
ignorant of real costs, and when accurate upon the profitless business. 


cost accounting discloses losses, it be- Costs should be controlled by the gen- 
comes a matter partly of sales ad- eral accounts, and should not be 
ministrative policy to determine whether “shaded” by any false or careless logic. 
it will pay to ln courageous and lead \ sales manager should be slow, to 
the industry in raising prices to profit- deem costs figures absurd in the light 
able levels based on true costs. of competitive prices. Monthly  state- 


ments showing actual profits will cure 
this, for true costs are in most instances, 
always greater than expected. It is a 
foolish custom to examine profits only 
at the end of a year. This is too late 
the largest margins, while competitors, to save much that may have been made 
inaware of their unprofitable lines, have instead of lost during the year. 


Excellent sales strategy may be 
orked out from a cost situation of this 
kind, by concentrating sales effort upon 
the lines in which true cost figures show 


: ee ae = aoe ae 


Reaching Retail Salespeople— _ 


Some firms of the class of the Eastman 
Kodak Company are going to the ex- 
pense of publishing a special house 
organ for the retail salespeople, real- 


| izing th the > great Importance of reaching | 

them. | Others z are buying my BETTER | 
SELLING BULLETINS and putting 
a special message about their products 
or policies on the backs of the sheets. 
The cost is small land live merchants 
appreciate such pointed sales aids. | 
let me explain. 


Liban ol 


FIRST NATIONAL BANK BUILDING | 
EASTON, PENNSYLVANIA 
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Data on Profits 

It is distinctly remarkable how little 
valuable information is furnished the 
average sales manager even by those 
concerns where there is a more or less 
elaborate cost system and where numer- 
ous cost clerks are employed. In the 
case of a company whose product was 
sold on an f. 0. b. Pittsburgh basis and 
where the freight item was a factor of 
great importance, it was not possible 
in spite of the highly detailed cost ac- 
counting system in force to determine 
whether the business done in territories 
where the company was not reimbursed 
for freight outlays was being handled 
at a profit or otherwise. 

A salesmanager should have data on 
profits, under the following sub-heads: 

(1) On various types and kinds of 
products separately. 

(2) On all territories and divisions of 
territories. 

(3) By individual salesmen, districts 
and branches. 

(4) By sales to various classes of cus 
tomers. 

In addition, the system should pro 
vide for furnishing any combination of 
this information, as for instance: 

Profits realized in the various terri- 
tories by lines of product. 

Profits realized on sales to the vari- 
ous classes of customers by lines of 
product, ete. 

It is also desirable that the sales man- 
ager be furnished with approximate in- 
formation under the above heads as re- 
gards estimated profits on unfilled or- 
ders, as it by no means follows that the 
profits realized on this month’s ship- 
ments are indicative of what the profits 
will be on the orders accepted this 
month. 

Costs and Profits Traced to Salesmen 

There is no reason why merely gen- 
eral data on costs and profits should 
be available. It is of very definite value 
to figure out accurately the profit or 
loss represented by any individual sales- 
man’s efforts. 

3y means of an electrical tabulating 
device, using coded punch cards, it is 
possible to accomplish this in detail 
even in the most complicated businesses. 
Cards are punched to give the following 
information as to an individual sales- 
man’s sales: 

The number of each kind of article 
sold. 

The total amount billed for each kind 
of article. 

The freight billed for each kind of 
article. 

Also these cost comparisons: 

Standard cost of article sold. 

Ratio of actual cost to standard. 

Actual cost of article sold. 

Amount of billings. 

Gross profit on salesman’s sales. 
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= much the ° 
orders you ef, 
as it is the een 
should have but are 


| 

| 

| “There are Gum kinds of 
salesmen; the one who does 

| it, che one who wishes he >> 

| had done it, and the one who 

| promises to do it.” ~ 


No. 5B 


Salesmen who wont listen to + 
the office are like soldiers who 
how the General «++ 


want fo s 


No. 2B 


There are many sal idi 
around in Ewan Six’ t sail tie ng 


out of the other fellows leavings 


No. 3B 


Staff how to fight the battle | 


“Better Salesmanship Cartoons 


For Brightening up 


House Organs, Salesman’s Letter- 
heads, Sales Bulletins, Sales 
Manuals, Dealer Circulars, 
Blotters, Envelope Enclosures 


A good picture oftentimes is worth a million words 
it comes to putting across a selling message. Each of the 
cartoons shown here embodies a message that will help any 
salesman, dealer or clerk to better his work. We offer tl 
entire series at a cost that is considerably less than you would 
have to pay to have a drawing alone made especially fo 
The mottoes are illustrated by John Bliss, the well-known 
cartoonist. Electrotypes and —— prooks of each or all 


of these cartoons are carried in stock in the following s 


y 
~ 


PRICE LIST 


Single Electrotypes 


One Newspaper column wide— 


PGI JNCNED oi ix ow cedeunnds $2.00 each 
Two Newspaper columns wide— 

BUG a ie WMGNOSi. iciwncacnousex $2.50 each 
Three Newspaper columns wide— 

Ok ae OL $5.00 each 


Sets of Five Different Electrotypes 


Complete set, one newspaper column 


WHEGS Juve ccadvecdendecdethakadsaws $ 8.00 
Complete set, two newspaper columns 

WOMEE aio gae co wuacenanokes ta aueas eens 20.00 
Complete set, three ne wspaper col- 

NII WENO xe asd sa ddn weeecndee 18.00 


Facsimile womioersa 


Facsimile drawings of all these cart 
suitable for use in making am size zim 
etchings (size 9xll inches) can be fur 
nished at $2.00 each, or $8.00 the set of five 


THE DARTNELL CORPORATION 


223 West Jackson Blvd. 
Chicago 
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GETTING THROUGH THE OUTER 
OFFICE 


There are in every territory certain 


suvers who surround themselves with 
barriers to keep out the salesman. 
Even the Hoover Suction Sweeper Com- 


at times to resort 
men to listen. On 
Hoover had 
time to get an in 
man having in his power 
When the con 


he located a 


pany find it necessary 
to strategy to get 
one occasion a manager 


been trying for some 


terview with a 
a very valuable account. 
ventional methods failed, 
home 
; , 
1dered 
direct 

, 


secured the 


where a vacunm cleaner was being 
Che manager went in with 


cons 


made the sale and 
He then went to the 


store, cut a piece of wrapping paper and 


competition, 


check. 


wrote across it [ have now in my 
possession, proht due you on. sale 
Hoover Sweeper,” and gave name of 
the party The Hoover representativ: 
had an audience in five minutes and dur 
ing the next week secured an initial or- 
der for an account which only this week 
dispost machines in a ftive-da 
period. 
( think about his business 
have new ideas to help it and 
t wl oes not think of his busi 
ness should find one to interest him. 
Creative eas help the salesmen, the 
se i the ) ver! 
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Personal Services and Supplies 


Rates: 15c a line of seven words; minimum $1.00. 


EXECUTIVES WANTED 
WANTED BY MANUFACTURER 
acquainted 

and 
Must 
organization 
for the 


Sales manager thoroughly 


with the office specialty business 


particularly adding machines. 
sales, and 


opportunity 


have business, 


ability. Unusual 
Give references and experi- 
ence in first reply. Address Box 701, 


care SALES MANAGEMENT, Chicago. 


right man. 


SALESMEN SEEKING POSITIONS 
SITUATION WANTED — 


salesmanship, several 


Special 
training in years 
selling wholesale jobbers, food products; 
mifrs.; salary and expense; 
road only. Address 705, SALES MAN- 
AGEMENT. 

YOUNG MAN—24 yrs., good appear- 
edu.; 


preter repr. 


4 yrs. 
with 


ance and personality; h. s. 


selling exper.; desires connection 
wholesale or mfg. house of staple line; 


best ref. Address SALES MAN- 
AGEMENT. 


706, 


PRESS CLIPPING BUREAUS 


We read and clip for thousands of 
busy people the best things on any sub- 
ject appearing in the current daily and 
weekly newspapers. Send 
booklet or write us what you want and 
our readers will get it for you. Con- 
solidated Press Clipping Co., 604 Man- 
hattan Bldg., Chicago, U. S. A. 


stamp for 


SUPPLIES 


Salesmen’s Application Blank 
In hiring salesmen the Dartnell Stand- 
ard Application Blank gives you vital 
information and a complete record. 
4-page 84x11 
inches, business letter size, punched to 


Comes in folder form, 


fit standard three-ring binder. Prices: 
100 blanks, post-paid............. $ 5.00 
250 blanks, post-O8ld «....<.6..5.. 8.00 


Send for Sample 
The Dartnell Corporation, Supply Dept., 
223 W. Bivd., 


Jackson Chicago. 


guides. 


over 20,000 towns. 


Price, $5.00 in either board or flexible binding. 
4 126 pages of vital information for the sales department. 
are used by large and small concerns in all lines of business. 


Let Us Send You One of These Guides on Approval 


You will be under no obligation to keep it unless you are thoroughly pleased in every way. If you find 
it is not what you want, simply send it back and charge will be cancelled without question. 


| THE DARTNELL CORPORATION 
| 223 West Jackson Blvd., Chicago 


Railway Distance Maps and Hotel Guide 


| You will find it helpful in many ways. 
{| laying out a salesman’s route, for checking expense accounts and 
4) for sizing up a territory generally. 
guide includes much valuable information regarding hotel rates 
and accommodations—revised up to January, 1919. 


Your sales department is not fully equipped without one of these 
It will pay for itself several times over every month. 
It is the most complete and up-to-date guide published, listing 
The next best guide lists only 12,000. 


It is just the thing for 


In addition to the maps, the 


Contains over 
Maps 
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OE Ta. ee my woe 
NEW JERSEY : Ny | WISCONSIN ) 


Sales Managers! Keep the record of each salesman’s daily movements where it cat 


referred to—in your office—at arm’s reach—vet out of the wav when not in use. Y« 
i glance where each salesman is—route every man to cover his territory most completely and rapidly 
CONVENIENT AS A BOOK INDICATES TOWNSHIPS QUICKLY CHANGED 
\ y t ritory S a ew states s vster illows t se ot reallv cor Nlaps il surface vit 
nt tv-eight—vyou cat kee] plet pendable maps, corrected p t finis Yo il “Ke 
t na irg enoug! t< show ate ( nt tow? ' ul her tm | © territor . 
ying ry hi \] 
thar i g vall il \ \ g " " lica I 
i t iges i \r WwW yg yg « 
rT rT \ tak Low i | rT 1 1 orta v 
ar 


New York and Indianapolis 


e 
National Map Compan sma 
9 36 East Georgia Street, INDIANAPOLIS 
BUSINESS ESTABLISHED 1885 
| REQUEST FOR FREE MAP INFORMATION 
NATIONAL MAP COMPANY 


Indianapolis, Indiana 
Dat 
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Advertising to Merchandising 


A 


handled 
sales standpoint until it is broken up into sections. 
organization purporling 


This nation of 100,000,000 people cannot be efficiently 
Every large 
to cover the entire United States finds branch 
district. managers, 


from a 
houses, absolutely imperative 
With population equal to half a dozen European kingdoms, and vast 
distances, it becomes elementary common sense to break the United States 
up into a number of logical merchandising units such as are shown on 
the map above. 


} 
sales territories, elc., 


This map pictures how each of these 
United States 
; ; 
dicated, using newspapers with 


zones, and therefore 
can be covered by advertising in the forty-eight cilies in 
radiating The last four 
columns of the tabulation belou prove that metropolitan neWspapers 
cover the lerrilory OUTSIDE the cilies in u hich they are published 


even better than this territory is covered by any magazine. 


e entire 


circulation. 


OF 


CITIES 


FAMILIES 
OUTSIDE 
MORNING 
NEWSPAPERS 
CIRCULATION 
GROSS RATE 
MORNING 
EVENING 
NEWSPAPERS 


NO 


,200 2,148,605 
s4] 1¢ ( 
: .3 
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CIRCULATION 


Cultivate Each Jobbing Zone Intensively 
by Means of Metropolitan Newspapers 


No jobber can sell the Chicago grocer but the 
Chicago jobber. No jobber cansell the San Francisco 
grocer but a San Francisco jobber. The grocers of 
Vinton, Iowa, are sold by jobbers from Chicago and 
from Iowa cities, but seldom by New York jobbers. 
The grocers of White Pigeon, Michigan, are sold by 
jobbers from Michigan and from Chicago, but never 
by jobbers from Philadelphia. 

These are obvious merchandising axioms. One 
would think that his everyday knowledge of their truth 
would inspire every advertiser to adopt the corollary 
of localized advertising effort. Nevertheless, many 
advertisers seem to feel that general publicity thinly 
spread over a continent constitutes ‘“‘national’’ ad- 
vertising. As a matter of fact it is merely ‘“‘geo- 
graphical” advertising——advertising which covers the 
map of the United States but does not reach the 
people of the United States. The only true national 
advertising is that which moves the American people. 

Note that the 78 Sunday newspapers listed below have a 
circulation in excess of 10,000,000 and a rate of .0015 per gate 
line per thousand. Twenty-one ‘‘general’’ or ‘‘standard”’ 
magazines have a combined circulation of 6,184,658 with 


considerable duplication and a rate per agate line per thousand 
four times that of the 78 Sunday newspapers. 


Y 
IRCULATION 


GROSS RATE 
EVENING 
NEWSPAPERS 
CIRCULATION 
GROSS RATE 
SUNDAY 


SUNDAY 
UNDAY 


Ss 
ciT 
Cc 


490, 331 


wo 


The material on this page is but a brief extract from the 1919 
BOOK OF FACTS on advertising and merchandising which The 
Tribune will send free to manufacturers, agents and adver- 
tising or sales managers if requested on business letter-head 


be Chicago Tribun 
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